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Schweppes Ads in N.Y. Seem to Cause 
Needless Worry by Gin-and-Tonic Lovers 


(Picture on Page 3) 

New York, July 23—There were 
some ads in the papers here this 
week headlined, ‘Please don’t 
hoard Schweppes!” If these got 
you into a tizzy over whether or 
not you can get enough of the 
quinine elixir for your dog-days 
gin-and-tonic, stop worrying: 
There’s enough around to inundate 
just about every guzzler in town. 

Hewitt, Ogilvy, Benson & Math- 
er, the Schweppes agency, placed 
insertions in seven dailies this 
week, in sizes ranging from 500 
to 1,200 lines. They include the 
Herald Tribune, Journal-Ameri- 
can, Mirror, Morning Telegraph, 
News, Times and World Telegram 
& Sun. The ad reads as follows: 

“Please don’t hoard Schweppes! 
Due to overwhelming demand, | 
Schweppes quinine water is tem- 
porarily hard to get. But if you 
buy just what you need, there will 
be enough for every gin-and-tonic | 
lover!” 


] 


= The ad goes on to describe the 
quick success of the domestically 
bottled quinine water that was 
introduced last month (AA, May, 
18) and says that “demand is | 
growing faster than we have been | 
able to supply it—thus far. 
“Please don’t give in to the un- 
derstandable temptation to hoard 
when you find a grocer who has 
plenty of Schweppes in stock. 
“We hope there will soon be 
enough Schweppes on the market 
for you to buy it by the case. In 
the meantime, just buy what you) 
need in handy six-bottle cartons.” 
“And don’t let anybody charge | 
you the old imported price for 


Schweppes quinine water with the Mutual, on the other hand, retains | 


| the right to sell any time segment | president of Doeskin Products Inc. | October some network-owned sta- | 


new yellow label!”... 


| 


es ADVERTISING AGE, which has| 


its share of gin-and-tonic quaffers Mutual commercial show in any of ‘one year ago), the conference 


(Continued on Page 8) 


Mutual's New 
Affiliates Plan 


New York, July 24—Radio Row 
was all a-buzz this week over the 
affiliation plan of the Mutual 


Broadcasting System (AA, July 
20). 
The speculation, set off by 


Chairman Thomas F. O’Neil’s | 
closed circuit talk to stations last 
week, centered around such ques- | 
tions as these: In terms of dollars | 
and cents, how will the revisions | 
affect Mutual affiliates? Will the 
380 stations agree to go along on} 


‘the sweeping changes? Will this 


type of network selling make it 
more difficult for the stations to 
sell spot business? Are these revo- | 
lutionary changes the start of a/| 


|basic shift in the industry’s net-_| 


work-station relationship pattern? | 

First major provision of the pro- | 
posal, which was okayed by the| 
Mutual Affiliates Advisory Com- 


mittee before it was submitted to | 


the stations generally, calls for a 
reduction of option time from an 
average of nine to five hours daily. 


s Affiliates will be expected tu 
carry the full five hours of net-, 
work time—commercial 
taining—and without pay. Within 


‘this period stations, as is custom- 


ary, may sell 30-second station 
breaks on the hour and half hour; 


within these hours. 
If a station chooses to accept a 


(Continued on Page 81) 


Selling to Institutions... 


Kraft Uses Ideas, Name, Manpower 
to Top Food Service Field in 3 Years 


New Institutional Division 
Takes Trade Advertising 
Leadership in 18 Months 


By Lambert S. Botts 


CuHicaGo, July 24—Three years 
ago, Kraft Foods Co. was only a 
local operator in the institutional 
food business. Then it cocked a 
calculating eye at the booming, 
$14 billion-plus industry—and set 
up its institutional division in 1950. 

Since then, Kraft’s rise has been 
phenomenal, according to John H. 
Platt, v.p. in charge of advertising 
and public relations. “It has taken 
the company just three years of 
intensive merchandising to be- 
come one of the largest operators 
going, and only 18 months to be- 
come the biggest visual advertiser 
in the trade,” he says. 

Add to that Kraft’s radical in- 
novations in packaging and por- 
tion control—most notably its pre- 
packed individual servings of jams 


and jellies—and you understand 
why the firm’s fledgling institu- 


tional division has become a 
watchword in the’ steam-table 
trade. 


® Setting up the new division was) 
a huge undertaking, remembers) 
C. G. Wright, v.p. in charge of 
sales. First of all, it meant de- 
veloping both new products and a 
systematic marketing organization 
to sell them to highly value-cons- 
cious chefs and restaurant men. 
Ultimately it meant being able to 
make deliveries daily in every 
large metropolitan area, and week- | 
ly anywhere in the U. S. and much 
of Canada. 

Still further, it involved Kraft 
in a big new advertising program, 
as soon as the institutional divi-| 
sion’s new marketing system was 
able to take care of it. Since the 
first insertions in January, 1952, | 
Kraft’s determination to help out. 
its jobbers with as much pre-sell- 

(Continued on Page 60) 
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5 Station Reps Ask 
B= FCC to Stop Nets 


from ‘Encroaching’ 


New York, July 24—Charging 
the networks with using the 
“sledge hammer force of affilia- 
tion...to force independent sta- 
tions to yield control of national 
spot competition,” the Station 
Representatives Assn. has called 
upon the Federal Communications 
Commission to halt “network en- 
croachment on station control.” 

In its appeal to the commission, 


se easy with @ luscious coke or 
cupcakes made with 
Mm 
CARE MIX 
~. ~ yee he 


vhis cther nienie fixins....at vour favorite dealers now 


ALL BUT THE ANTS—Swift & Co. and 
Nebraska Consolidated Mills will run this 


full-color page in a long list of newspapers 
later this month. (See story on Page 81.) 


Business Causes 


Its Own Profits 
Woes, Execs Say 


High Costs Are Called 
Self-Inflicted at Forum 
on ‘Profit’ Depression’ 


the National Broadcasting Co. and 
Columbia Broadcasting System. 


of a letter from James Lawrence 
Fly, counsel for the representa- 
tives’ group. 


action on a petition filed Sept. 29, 
1947, by the National Assn. of 
Radio Station Representatives, 
now the Station Representatives 
Assn. 

At that time, the association 
charged that representation of an 


NEw York, July 23—A group of 
executives from the paper, drug, 
supermarket and food industries 
got together this week for a lun- 
|cheon pow-wow on how to cure 
| what they called a “profit depres- 
| sion.” 

Moderated by Emanuel Katz, 


station’s local time and rates and 
that this “infringement” was a re- 
| straint on free competition. 

' Hearings on the matter were 
held during November and De- 
cember of 1948 and January and 
March of 1949. The following 


| 


_(oeskin started a “profit cru {ons were placed on, temporary 
sade” in the faci iss 

ae SND. RAEN the matter; they later went back 
on permanent license status. 


There was never any final rul- 


|heard brief talks by Herman C. 
Nolen, executive v.p., McKesson & . 
Robbins; H. J. Davern, v.p. in| 
charge of merchandising, Grand 
Union Co.; Arthur Stein, president, 
Yorkville Paper Co., and Harold 
Levy, sales and advertising direc- 
tor, Flagstaff Foods. 


the commission indicated that the 
issues raised therein would be 
lumped into a contemplated gen- 
eral network investigation. 


® Taking note of the “great work 
load on the commission,” the rep- 
resentatives’ letter pointed to the 


(Continued on Page 4) 


® “Any industry which has been 
forced to operate with a net profit 
(Continued on Page 80) 


Last Minute News Flashes 
Kellogg Co. Adds Third Pre-Sweetened Cereal 


BATTLE CREEK, Micu., July 24—Kellogg Co. has added a sugared 
puffed wheat to its present corn-base pre-sweetened products, Sugar 
Corn Pops and Sugar Frosted Flakes. Called Sugar Smacks, the new 
cereal is intended as a direct competitor of General Foods’ Sugar Crisp. 
Already introduced in Boston through color ads in newspapers, the 
new entry will soon hit the New York area. “Superman” and “Wild 
Bill Hickok” on TV, minute movies in theaters in non-TV areas and 
magazines will be used later. Leo Burnett Co., Chicago, is the agency. 


Mark Martin Leaves Ross Roy's Chicago Office 


Cuicaco, July 24—Mark T. Martin, v.p..and manager of Ross Roy 
Inc., Chicago, has resigned from the agency, effective Aug. 1. Mr. Mar- 
tin told AA that he would announce his future plans “in about 10 
days.” Prior to joining Ross Roy about 18 months ago, Mr. Martin was 
associated with Gardner Advertising Co., where he handled the 
U.S. Army account. 


Lynd Leaves BBDO to Join Lynn Baker Inc. 


New York, July 24—Albert Lynd has resigned as copy chief of the 
Boston office of Batten, Barton, Durstine & Osborn, a post he has held 
for ten years, to become copy director of Lynn Baker Inc. here. 

(Additional News Flashes on Page 81) 


the association focused attention on | 


The appeal was made in the form | 


# The letter asked the commission 
to follow through with definitive | 


independent station by a network | 
'gave the network control over the | 


ing on the association’s petition; | 


TetsMaveaPionio& [t's Tough Sledding 
: for Postal Rate Bill 


Sen. Johnston Plans 
to Demand Full Hearing 
of Four to Six Weeks 


WASHINGTON, July 24—The Eis- 
enhower administration was hav- 
ing serious difficulties this week 
in its attempt to ram a $240,000,000 
postal rate increase bill through a 
reluctant Congress. 

President Eisenhower was re- 
ported to have intervened person- 
ally, in an effort to induce maga- 
zine publishers to compromise their 
differences with Postmaster Gen- 
eral Arthur Summerfield. 

In addition, the President re- 
minded congressional leaders early 
this week that the rate bill is an 
administration “must,” and_ is 
among nine items on a run-down 
legislative program which the 
_White House wants approved be- 
fore Congress adjourns. 

The President’s insistence sharp- 
ened the struggle within the House 
post office committee, where 
Chairman Ed Rees (R., Kan.) 
scheduled as many as 20 witnesses 
|a day and went into night sessions 
\in an effort to rush legislation to 
'the House floor. 

House opponents of the program 
|Say they have sufficient votes to 
knock out any postal bill which in- 
cludes a 4¢ letter, the major reven- 
ue item in the administration’s 
schedule of rate increases. Rep. 
_John McCormack (D., Mass.) said 
the Democrats appear to be against 
the measure by about 15 to one, 
and Rep. Harold Hagen (R., 
Minn.) said Republican support 
for the measure runs only about 
three to two. 


# On the Senate side, Sen. Frank 
'L. Carlson (R., Kan.), chairman 
of the Senate post office group, 
said hearings will be held after the 
House acts. Sen. William F. Know- 
land (R., Cal.) said the postal bill 
will be considered if it comes out 
of committee. 

The administration’s program 
suffered a severe setback today, 
however, when Sen. Olin Johnston 
(D., S.C.), ranking minority mem- 
ber of the Senate group, said he 
will insist on full hearings. He in- 
dicated that hearings might take 
four to six weeks. 

The President’s concern, it was 
said, was from the standpoint of 
the over-all federal budget. With 
the government still heavily in 
the red, he is said to feel that the 
Post Office should provide addi- 
tional revenue. 

On several occasions when wit- 
nesses urged the committee to de- 
lay action on a rate bill, one of the 
young freshman Republicans on 
the committee, Rep. Oliver Bolton 
(R.,O.), asked directly: 

“How do you feel about raising 
the ceiling on the national debt?” 


s While administration forces con- 
tinued to search for an acceptable 
rate formula, chances were not 
bright. Some members of the com- 
mittee are strongly opposed to rate 
legislation until next year, when 
Congress will have a report from 
(Continued ow Page 77) 
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Fourth of a Series on the 


FTC... 


‘Volunteers’ Help FTC Conc ict 
Its Surveys of Advertising Claims 


Radio and TV Nets Submit Copy; Private Citizens, 
Competitors, Congress Call FTC’s Attention to Ads 


By Stanley E. Cohen 
WASHINGTON, July 22—When a national advertiser introduces a new 
product or copy theme, he should assume that his promotion campaign 
will go under the critical microscope of the Federal Trade Commission. 
About a fourth of FTC’s staff partakes in the job of “patrolling” 


the advertising industry. Through 


cooperative arrangements with ma- 


jor media, the commission maintains a continuous survey of the adver- 
tising claims which go over the air or into print. 

National and regional radio and TV networks submit commercial 
continuity on a weekly basis. In addition, there is an organized spot 
check of individual radio stations and virtually all the nation’s news- 
papers, magazines and mail order catalogs. 


* Where commission people miss an ad, there are thousands of volun- 
teer assistants. The commission’s interest in AD-X2, the famous bat- 
tery additive which created such a fuss for the National Bureau of 


Avco Merges Bendix, 
Crosley Under One 
Distributor Group 


(Picture on Page 57) 

CINCINNATI, July 22—Avco Mfg. 
Corp. has consolidated its Crosley 
and Bendix home appliances divi- 
sions under the supervision of one 
distributor oganization. 

As part of the move, Parker H. 
Ericksen, new director of sales for 
Crosley and Bendix home appli- 
ances, has been elected a v.p. of 


Avco. Prior to his recent promo-| 


tion, he was general sales manager 
of Bendix. 

James D. Shouse, a senior y.p. 
of Avco, who now heads all Cros- 
ley operations in manufacturing 
and broadcasting, will be general 
manager of the combined opera- 
tions. He is also a director and 
member of the exeeutive commit- 
tee of Avco. 

William A. Blees, v.p. of Avco 
and general sales manager of Cros- 
ley for four years, will join the ex- 
ecutive staff of Avco in New York, 
concentrating on distribution and 
merchandising for the corporation. 
He will help Mr. Shouse consoli- 
date the sales and operations of 
the two divisions before going to 
New York. 


® It is hoped by the consolidation 
to reduce distribution costs and 
coordinate sales programs for the 
two divisions for more effective 
promotion. The consolidation 
comes two weeks after a similar 
integration of the divisions in 
Canada as part of the new Avco of 
Canada Ltd. 

Both divisions have extensive ad 
campaigns running. Advertising 
for the combined division will be 
handled by the three agencies now 
representing Crosley and Bendix. 
Benton & Bowles is the agency for 
Crosley appliances; Batten, -Bar- 
ton, Durstine & Osborn for Cros- 
ley electronics, and Earle Ludgin & 
Co. for Bendix laundry equipment 
and kitchen appliances. 


Cory Boosts Knife Sharpener 

Cory Corp., Chicago, will con- 
duct intensive consumer promotion 
for its Cory electric knife sharp- 
ener starting in September and 
continuing through Christmas. 
Color ads will run in The American 
Weekly, Better Homes & Gardens, 
Collier's, Family Circle and Mc- 
Call’s. Dancer-Fitzgerald-Sample, 
Chicago, is the agency. 


Appoints Alan Cameron Co. 


Western Family, Los Angeles, The American Weekly, will be ex- 
has appointed Alan Cameron Co.,| ecutive v.p. of the new magazine. | service to American industry and 


Standards, originated with the Bet- 

, ter Business Bureau of New York. 
| Its broad investigation of ad- 
'vertising claims for new soil con- 
'ditioner chemicals stemmed from 
letters which FTC received from 
industry members who felt certain 
|of their competitors were under- 
| Stating the amount of physical ef- 
| fort amateur gardeners would have 
'to invest in order to get the prom- 
ised results. 

Other tips originate with mem- 
bers of Congress, or ordinary citi- 
zens who ‘feel they have been 
“bilked.” 
| In the course of a year, FTC’s 
staif reads about 650,000 adver- 
tisements; from this survey it may 
set aside about 29,000 ads. At the 
same time it will receive between 
2,000 and 3,000 complaints from 
anausury or tne public. 


® Before investigating the ads it 
has set aside, F’I'C’s statf consid- 
ers wnetner tney are “lalse anu 
misieading’’ and disseminated in 
interstate commerce. Probably no 
more than 1,400 ads will meet 
tnese tests, and thus be designated 
tor investigation during a year. OQ: 
these, pernaps 400 wili eventually 
be Ciassitied as minor oifenses, to 
be cleared up through an exchange 
of correspondence. About 10u cases 
will be aocketed for formal Ccom- 
piaint and litigauon in an average 
year. 

Recently, the commission has 
been making a determined eftort 
to deveiop a continuous working 
arrangement whicn wiil enabie 11 
lo Join With advertising and media 

(Continued on Page 34) 


Revived ‘Judge’ to 
Hit Newsstands in 


October, Laux Says 


NEW YORK, July 22—Vavid N. 
Laux, former v.p. and advertising 
director ot Mactadden Publica- 
tions, will bring out a weekly 
catied Judge beginning Oct. 21. It 
Wu consist of political satire and 
straight humor. 

Mr. Laux, who purchased the 
name ot the old-time magazine for 
/ $10,000 in 1948, said the publica- 
tion will have about 32 pages at 
the start. It will be on newsstands 
each Wednesday and will sell for 


‘on $600 per b&w page and $1,000 
for four colors. Pages will be 429 
lines. 

Herbert Henderson, formerly a 
\v.p. of The Atlantic Monthly and 


—— | 


Hamm B..ys Rainier 
Brewing ‘o Boost 
West Cocist Sales 


St. Pau, Ju'y 22—Theo. Hamm 
Brewing Co. ‘nis week purchased 
the plant of Rainier Brewing Co., 


Coast. 

As part of the same transaction, 
the Rainier name was bought by 
Sick Brewery Enterprises 
Seattle. Sick will make and dis- 
tribute Rainier beer. 

William C. Figge, Hamm’s pres- 
ident, said a multi-million dollar 
remodeling and modernization of 
the former Rainier brewery is be- 
ing planned. The company will 
produce only Hamm’s beer in the 
plant. 

Figge said the plant was ac- 
quired because it is “necessary to 
supplement our present production 
facilities to serve the growing mar- 
kets on the West Coast.” A new 


San Francisco, for $1,810,000 in a — 
move to increase sales on the West ~ 


Inc., | 


corporation, Theo. Hamm Brewing 
Co. of California, will operate the 
plant. 


# Acquisition of the California 
brewery is the second stage in a 
long-range expansion by Hamm. 
The company recently announced 
a new $4,000,000 expansion of its 
St. Paul plant to boost capacity to 
2,000,000 barrels a year. The new 
brewery will add another 600,000) 
barrels and put Hamm among the) 
nation’s top 10 brewers, Mr. Figge 
said. 

The latest plant expansion in St. 
Paul will raise to $20,000,000 the 
amount Hamm has spent there on 
new and improved facilities since 
the end of the war. 


the expansion was completed, 
Hamm’s sales totaled 1,038,014 bar- 
rels. Mr. Figge estimated that sales 
this year will reach 1,600,000 bar- 
rels. Last year, with sales of 1,- 
387,000 barrels, Hamm ranked 15th 
among the country’s brewers. 


| tea ads in which a major portion 
of the space was devoted to a pub- 


In 1949, after the first phase of | 


LEGMAN INVESTIGATES 
CROOKED SEAM RACKET 


; 


WAY. 


GIRL FRIDAY Fi 


SCOOP—This Vogue page for Larkwood 3- 
| V nylons tells about a newspaper reporter 
and his girl Friday who were assigned to 
find out how many women have crooked 
stocking seams. Chadbourn Hosiery Mills, 
Charlotte, N. C., plans an extensive public 
relations campaign as well as a newspaper 
test drive for the Larkwood line. Harold M. 

Mitchell Inc., New York, is the agency. 


Public Interest Ads 
Sell More Tea Than 
‘Sell’ Ads in Test 


GREENWICH, CONN., July 21—Su- 
permarket customers bought more 
tea after they had seen blowups of 


lic interest message on child safe- 
ty than when the whole ad was de- 
voted to a selling message. 

That’s the finding made by 
Service Group Associates, a serv- 
ice enabling manufacturers “to 
evaluate advertisements by actual 
field testing’ in supermarkets of) 
the Grand Union chain. 


es The group tested four tea ads 
of the Tea Council. Ads were 
blown up to 342x5’ and displayed 
in the entry passages of six super- 
markets (two ads were retested in 
'two stores as a control). Blowups 
| were displayed for six days. 
Results, based on purchases of 
| 38,838 customers, indicated that 
displaying blowups of straight-sell 
/ads increased tea sales by an av- 
‘erage 8.6% over normal, while 
-blowups of public-interest ads 
pushed sales up an average of 
118.4%. 


associations should persuade their 


than look to the federal govern- 
ment as a source of business, Wal- 
ter Williams, Under Secretary of 
Commerce, told the 34th annual 
convention of American Trade 
Assn. Executives which closed here 
today. 

With declining revenue from 
lower taxes, the only way in which 
the government can avoid future 
deficits is through reduced spend- 
ing, mostly in defense appropria- 
‘tions, Mr. Williams said. 

A balanced budget in the future 
| must be attained by a strong civil- 
lian economy rather than through 
linereased federal spending, he 


/association executives have a ma- 
|jor responsibility in helping to 


|maintain a stable economy. 


| 


's For the 18th consecutive year, 


Williams Asks Trade Associations 
to Promote Civilian Goods Output 


Artantic City, July 22—Trade | the national civil defense program. | be cleared through its merchandis- 


| This included donation of 25,000,- 


members to bolster civilian output | 000 paper containers to 20 stock- | 
and sales of their industries rather | piles for emergency disaster use| the Week-End Decorator scheme 


by public agencies, and active par- 
ticipation in all locai and national 
civil defense and disaster prepara- 
tions. 

Other award winners included 
National Contract Hardwood Assn., 
Automotive Wholesalers Assn. of 
Alabama; Rubber Manufacturers 
Assn., National Sanitary Supply 
Assn., and New York State Auto- 
mobile Dealers. 

Chester C. Kelsey, manager, 
Asbestos-Cement Preducts Assn., 
was elected president of ATAE for 
the ensuing year. Other officers 
include Howard A. Prentice, v.p., 
/Corn Industries Research Founda- 


(25¢. Advertising rates are based| Said, and emphasized that trade | tion, v.p., and Samuel D. Shapiro, 


/manager, Linen Supply Assn. of 
| America, treasurer. 


Gimbel Builds Ist Branch 
Gimbel Bros. of Philadelphia, 


‘| tractors, 
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J 
Archer-Daniels 


Ads to Promote 
Paint Industry 


MINNEAPOLIS, July 21—In Au- 
gust, Archer-Daniels-Midland Co., 
which makes paint ingredients but 


. no paint, will break a nationwide 
}/ advertising and promotion cam- 


| paign for the paint industry. 


s | Part of the drive is aimed at in- 


|creased sales for painting con- 
but the big consumer 
| operation is a copyrighted “Week- 
|End Decorator” program designed 
to take advantage of the do-it- 
yourself trend. 

Backing the Archer-Daniels 
Week-End Decorator plan are the 
Retaii Paint and Wallpaper Dealers 
of America, the Retail Hardware 
‘Dealers Assn. and Better Homes & 
'Gardens, which gets the consumer 
| advertising. 


@® When Archer-Daniels launches 
its campaign with a page in the 
September BH&G, the magazine 
will push the project with a hard- 
ware store promotion built around 
166 key hardware distributors and 
|a retail building supply plan go- 
/ing to 5,000 dealers. The BH&G ad 
will carry the message that it is 
easy, fun and thrifty to be a Week- 
End Decorator and that paints are 
“really odorless.” 

Added lures to be provided by 
Archer-Daniels for do-it-yourself 
addicts are painters’ caps, aprons, 
bandanas, instruction books and a 
gag Week-End Decorator’s certif- 
icate. To lend a little fun to the job 
of being your own decorator, the 
aprons which dealers will pass out 
to customers carry such jive talk 
as “Whistle that bristle, dream- 
boat,” “I always told you I’d get 
up the ladder,” etc. 

Participating dealers will get a 
complete promotion package 
adaptable to any brand of paint or 
any kind of store. One available 
item is a canopied Week-End Dec- 
orator display stand ready for a 
full assortment of paints and ac- 
cessories. A colored film strip, 
“The House that Alice Painted,” 
is available for dealer meetings. 


# In addition to copyrighting its 
| entire program, Archer-Daniels has 
| set up a few ground rules, includ- 
ling a kickoff date of Aug. 30. 
| Finished artwork used in develop- 
ing the program was offered to 
| paint manufacturers and accessory 
makers for use in creating their 
own tie-in campaigns, but Archer- 
Daniels has asked that all layouts 


| ing program. 
Company officials report that 


|has got enthusiastic support from 
'local trade groups, with paint and 
| wallpaper groups in both St. Louis 
'and Memphis organizing city-wide 
| movements. 

| Vance Pidgeon & Associates, 
'Minneapolis, is handling the ad- 
vertising for Archer-Daniels. 


WHAS, Louisville, Sets Rates 


WHAS-Radio, Louisville, has 
advanced its rates on the 6:30 a.m. 
to 7 a.m. time period frem $75 to 
$100. It becomes part of the former 
Class B period, now extending 
from 6:30 a.m. to 6 p.m. New one- 
minute announcement rate be- 
tween 6:30 a.m. and 9 a.m. will be 
| $47.50, and from 9 a.m. to 6 p.m., 
| 983.00. These are not chainbreak 
announcements. 


| 


Pen Johnson Associates Bows 
Pen Johnson & Associates has 


San Francisco, as advertising and | 


promotion consultant. 


Plans in-| 


clude a merchandising program | 


and trade and consumer advertis- 
ing. 


|ATAE presented awards to trade 
'associations chosen as leaders in 


Offices will be at 9 E. 48th St. Ma- | the public. 
bel Search, former managing edi-| The top award was presented to 


the last of the large department | opened offices at 3660 Broadway, 
stores in Philadelphia to decentral- | Oakland, Cal. Principals are Pen 
ize, will build its first branch Johnson, formerly operating his 
store in a new $8,000,000 shopping own agency, and Robert Caskey, 


center on City Line Ave. in Lower | formerly senior v.p. in charge of 


tor of Good Housekeeping and Mc- Paper Cup & Container Institute 


Call’s, will be editor. 


for its 1951-53 cooperation with 


Merion Township. The center will | public relations of California East- 


be completed in the fall of 1954. 


ern Airways. 
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Cincinnati Ad Exec 


Has Push-Button TV 
Set Up in Bedroom 


CINCINNATI, July 22—Perhaps 


the prize for ingenuity should go. 


to E. V. Dinerman, head of Diner- 
man & Co., an agency here. 

In a push-button age of guided 
missiles, robot planes and flying 
saucers he has outmaneuvered the 
TV set manufacturers and gone 
one step beyond remote control 
tuning. 

Mr. Dinerman, whose hobby is 
woodworking, has rigged up his 
bedroom so that, by fiddling with 


controls behind a panel in his bed’s | 


i Please don’t 


“ Due to overwhelming 


there will be enough 


that it would take several years to 
on even though Schweppes is 


temporarily hard to get. But if you buy just what you need 


LD HANDS in the beverage business tell us 
they've never seen anything like the fan- 
tasta demand for Schweppes Quinine Water 
Schweppes was only offered to New Yorkers 
at popular prices this June. Wise heads 


hoard Schweppes 


demand, Schweppes Quinine Water is 


for every Gin-and-Tonic lover! 


We hope there will soon be enough Schweppe 
om the market for you to buy it by the case. In 
the meantime, just buy what you need in handy 
sta -bottie cartons 

And don't let anybody «| the old 


really catch 
ie to with the new yellow label! 


an authentic Gin-and Tonic! 
The blunt truth is that we 


Remember, it only takes gin, ice and 
eh 


supply it ~ thus far 


New York's good taste Schweppes became « 
best seller the week it went on sale! And demand ' 
is growing faster than we have been able to 


Please don't give in to the understandable 
temptation to hoard when you find e grocer who 


headboard a 21” television set pops has plenty of Schweppes in stock 


ppes to make what connorsseurs call “the 
coolest, most refreshing drink in the world.” 


Reroiters — For prompt servxe pleese «ol! 
METROPOLITAN BOTTLING COMPANY 


pewrnat Squere 34708 + Charter 01608 + Troster S167 


Peete uct Meagher 81747 1 


Berghoff Starts New 


Drive to Gain Lead 


as Regional Beer 


Fr. Wayne, July 22—Berghoff 
Brewing Co., which has recently 
reorganized and modernized its 
plant, is launching a new cam- 
paign to capture the lead here as 
a regional beer. 


, Auto Ad Costs Vary 
' from $6.69 to $108.11 


AA Study Shows Chevvy 
Has Lowest Per-Car Ad 
Cost; Lincoln Is Highest 


CuicaGco, July 21—Chevrolet 


‘continues to have the lowest per- 


car advertising cost of all major 
American automobiles, ADVERTIS- 
ING AGE finds in its second annual 
study of per-car costs of auto ad- 
vertising. 


| Emphasis will be placed on tele- 


In 1952, Chevrolet spent $6.69 


P.S. We urge you to return bottles for deposit promptly. 


up out of a series of chests and 
drawers which line the other end 
of the room. 


® A %h.p. motor operating a 
worm gear slowly raises the set 


SHORT SUPPLY?—’’Don’t hoard Schweppes!’’ urged this large space ad in New 

York dailies last week. The company expresses concern about the shortage of its 

quinine water but an AA survey indicates that the problem isn’t very widespread 
(see story on Page 1). 


and a rubber roller on the back of 
the set forces open and pushes 


‘New Look’ at the Post Office... 


back the cover over the set. 
When the set is up for viewing, 
it can be tuned with a remote 
control gadget. 
However, Mr. Dinerman didn’t 


Post Office Adopts New Regulations 


| 
stop there. B his wi 4 il 
stop there, Because his wife some- "hat Fayor Users of 2nd Class Mai 


than listen and watch television, 

he has fixed it so that he can cut WASHINGTON, July 21—The Post 

off the sound and plug in a pair Office Department’s relationship 

of earphones to the remote control. with users of second class mail be- 
One thing’s sure, Mr. Dinerman gan to take on a “new look” this 

won’t miss television. week with the announcement of 


Beer Industry Has Third Largest Sales Year 
in 1952; Advertising Exceeds $100,000,000 


New York, July 21—Beer sales | 000,000 was spent for wine, an in- 
in 1952 totaled 84,819,892 barrels, a crease of $20,000,000. 


gain of 1,000,000 barrels, or 1.3%, 
over 1951. This gave the industry 
its third greatest year on record, 
only 2.7% below the 1947 peak 
year. 

Per capita consumption of beer 
in ’52 remained the same as in 
‘51, 16.8 gallons. 

Advertising expenditures by the 


|four actions sweeping away long- 
standing regulations which irri- 
tated newspaper and magazine 
publishers. 

| Two of the changes were solely 
|for the convenience of publishers; 
‘a third is expected to benefit both 
the department and the publishers, 
and the fourth is purely for the 
convenience of the Post Office De- 
/partment, and seems certain to 
\save “several million dollars” for 


‘the department. 
A notable development of the. 


year in the brewing industry, the. 
foundation points out, was the eas- 
ing of restrictions on cans. Of con- 
tainers now used for packaged | 
beer, metal cans represent 24.2% | 
of the total; one-way bottles 5.6%, 
and returnable bottles 70.2%. The | 
removal of quotas on metal for 


® The two changes for the con- 
venience of publishers are: 

1. Blanket permission for pub- 
lishers to deposit newspapers in 
mail boxes on rural and star routes 
on Sundays and holidays. (Here- 
tofore newspapers could not be de- 


,er, via its new agency, Rollman & 


brewing industry in ’52 were “well 
in excess of $100,000,000.” 
These facts were released today 


beer during the next few years. 
by United States Brewers Founda- , 
tion with publication of its ‘1953 


Brewers Almanac.” BREWING EQUIPMENT 
ac. 
Of particular significance are MAKER QUADRUPLES SALES 


figures on the continued trend to-| RocnesteEr, 
ward packaged sales of beer com- Pfaudler Co., leading maker of 


cans is expected to result in a 
marked increase in sales of canned 


pared with draught sales. In ’52 brewing machinery and equipment, | 


packaged beer totaled 63,355,241 reported today that in the fiscal 
barrels, or 74.7% of total sales.| year ended May 31 its sales had 
Draught sales were 21,473,050 bar- | been four times those of 1951, for 
rels, or 25.3% of the total. In ’51| its biggest year in equipment sell- 
packaged goods were 73.6% of the! ing since the war. 
total and draught sales were! W. E. Grey Jr., director of the 
26.4%. |company’s brewery sales, said his 
company’s quadrupled sales had 
a The shift from draught to pack- | been achieved despite the fact that 
age sales has swung almost full/there are now only about 300 


circle since 1934, the year after re- breweries in the U. S. compared | 


peal of the 18th amendment went} with 1,700 before Prohibition. He 


N. Y., July 21— | 


into effect. In that year package | attributed the sales rise to modern- 


sales represented 25% of the total 


and draught sales 75%. The trend! 


toward packaged beer has grown 
steadily since then. 

Other facts contained in the cur- 
rent almanac include an estimate 
by the foundation that the brewing 
industry spent more than $100,- 
000,000 annually for advertising. 
While no details are given, AA was 
told this estimate is based on an 
average expenditure by brewers 
of $1.47 a barrel for advertising. 
Based on that figure, with sales at 
84,819,892 barrels, advertising ex- 
penditures would approximate 
$125,000,000. 


a The foundation also disclosed, 
on the basis of statistics prepared 
by the Department of Commerce, 


that total expenditures for malt | 
beverages in 1952 were $400,000,- 


000 greater than in 1951, with es- 
timated expenditures for beer and 
ale amounting to a record $4,890,- 
000,000. Expenditures for distilled 
spirits were $4,180,000,000, show- 
ng no change from ’51, and $500,- 


ization and expansion programs. 
Glassed steel storage tanks, im- 


proved fittings and more efficient | 


coolers and controls were among 
the leading items in demand, he 
said. Several orders have run more 
' than $1,000,000 each. Export orders 
also have increased, he said, espec- 
ially from Latin America and 
South Africa. 


Evinrude Promotes Scott 


Robert H. Scott, assistant sales 
manager of the Evinrude Motors 
division of Outboard, Marine & 
Mfg. Co., Milwaukee, has been pro- 
_moted to sales manager. Mr. Scott, 
assistant personnel director from 
1942 to 1949, rejoined the company 
in 1952, having been associated in 
the interim with WMIL, Milwau- 
kee. 


Joins Feigenbaum & Werman 


Jay Beneman, formerly a mem- 
ber of the contact and merchandis- 
ing staff of Al Paul Lefton Co., 
Philadelphia, has joined Feigen- 
baum & Werman, Philadelphia, as 


}an account executive. 


posited in mail boxes without the 
| consent of the local postmaster.) 

2. Elimination of a technical rule 
which required magazine publish- 
ers who entered the mail at several 
distribution centers to print spec- 
ial designations on individual cop- 
ies for delivery at each point of 
entry. (The new rule permits de- 
| livery at any point of entry so long 
as each copy carries the indicia 

(Continued on Page 74) 


Standard Audit Set 
to Measure Station 
Audiences in 1954 


New York, July 23—Standard 
Audit & Measurement Services has 
let it be known that it is ready to 
proceed with another national 
| measurement of radio and televi- 
‘sion station circulation. The time 


ducted in the spring of 1954. 
Solicitation of stations has al- 

ready started, with letters and 

contracts going out tc every AM 


and TV operator in the U.S. Some} 


410 stations subscribed to the 1952 
study released by this company. 


# Commenting on the plans for 
1954, Dr. Kenneth Baker, president 
of Standard Audit & Measurement, 
said: 

“We have improved our ballot- 
ing and tabulating procedure to the 
point that we can deliver a better 
study in less time. Furthermore, 
our prices will be reduced again 
for early subscribers. Our prices in 


1952 averaged 30% below those of | 


the Broadcast Measurement Bu- 
reau in 1949. This time we are 
coming down on the «verage an- 


vision in the new drive. The brew- 


Peck, Cincinnati, has bought “Let’s 
Lock at Sports,” an across-the- 
board TV show on WNBQ, Chica- 
go, and is buying sports and news 
shows both on radio and television 
throughout its primary territory of 
Illinois, Indiana, Michigan, West 
Virginia and Ohio. 

Other media will be used to back 
the television drive spearhead, us- 
ing the slogan, “Time Off for Berg- 
hoff.” This will include point of 
sale and 24-sheet posters. 

Berghoff bottles also now have 
newly designed metallic labels, the 
Premium light beer label in red 
and the Premium dark beer label 
in blue. 


‘Scientific’ Hikes Rates 


Scientific American, New York, 
with its January, 1954, issue will 
increase its guarantee and its rate 
structure. The guaranteed monthly 
circulation will go from 100,000 to 
115,000. The new b&w page rate 
will be $1,380; currently, a b&w 
page costs $1,200. 


Johnson Rejoins KEYL 


Robert E. V. Johnson has re- 
joined the sales staff of KEYL-TV, 
San Antonio, after two years’ 
service with the Marines as a pub- 
lic information officer. 


per car in factory-placed advertis- 
ing totaling $5,705,310. It sold 852,- 
542 cars. However, this is a dis- 
tinct increase in cost over the pre- 
vious year, when it spent only 
$5.45 per car. Its budget then was 
only $114,476 or 2% higher, but 
that year it sold 1,067,042 cars, 
25% more than in 1952. 

Applying the same basic figures 
to the expenditures of Chevrolet’s 
principal competitor, AA found 
that advertising for each Ford 
came to $9.55, which compares 
with a per-car ad cost figure of 
$7.45 in 1951. Ford invested $6,- 
993,760 for advertising in 1952, a 
boost of $571,396 over 1951, but 
sold fewer cars. Ford sold 862,309 
cars in 1951 and 732,481 in 1952. 


s Only Plymouth of the Big Three 
managed to drop its per-car ad 
costs. From an expenditure of 
$8.09 for each Plymouth sold in 
1951, costs went down to $7.66 in 
1952. 

Plymouth is the company which 
made the largest cut in its adver- 
tising budget from 1951. The bud- 
get was lowered $1,073,872, so that 
the car maker spent only $3,316,- 
481 in 1952. Its sales dropped from 
542,649 cars in 1951 to 433,134 in 
1952. 

As before, ADVERTISING AGE has 

(Continued on Page 48) 


New York, July 21—The case of 
a dress manufacturer who not only 
didn’t get the expected credits for 
a fashion display prepared espec- | 
ially for TV but had to listen in) 
horror while his fashions were ac- 
credited to a competitor, came up| 


Dress Maker Charges Kate Smith's Show 
Identified Its Dresses as Competitor's 


fied as Young Viewpoint dresses, 
the complaint continues. Stores 
throughout the country were in- 
formed of the promotion and asked 
to back it in window displays, 
newspapers and other media. 
However, the complaint states 


in supreme court here last week. when the dresses were shown on 
That’s the allegation made in the the telecast of May 6 they not only 
$115,228 breach of contract suit were not identified as Young 
filed by Ginsburg & Abelson, mak- | Viewpoint but, to make the situa- 
er of women’s dresses, against tion even more detrimental for 
Kated Co. (Kate Smith and Ted | Ginsburg & Abelson, were tabbed 
Collins, a commentator on Miss Forever Young, a competitive 
Smith’s program), the Silk & Ra-| though lower price line. 
yon Print Institute and National | 


Broadcasting Co. First Bi-Weekly 


Ginsburg & Abelson, in an agree- 
ment with the institute, manufac- 


table calls for field work to be con-| tured a group of summer prints to 
|be modeled during the fashion 
,news portion of Miss Smith’s show. 


| These dresses were to be identi- 


® The complaint charges that ‘Collier’s’ Bows 


With 30 Ad Pages 


New York, July 23—The new, 
heftier, bi-weekly Collier’s came 
out today. It boasts more color, 
seven articles, five short stories, a 


soma wget pn Se 


pee 
a 


RAYMOND P. WIGGERS, formerly advertis- 


other 35%, putting the study well! 


serial and two special features, 
plus five features. 


| The book, which promised to 


|run a minimum of 112 pages each 
|issue, just makes that figure with 
108 pages inside and the four cov- 
ers. Advertising takes up about 30 
pages, including three covers. 

Shepard Spink, v.p. and adver- 
tising manager, said “almost 
100%" of Collier’s recent adver- 
tisers have bought space in the 
bi-weekly and “15 new advertis- 
ers” have bought space for the 
fall. 


Flour Mill to Cole & Weber 


Centennial Flouring Mills Co., 
Seattle, has appointed Cole & 


within the reach of every station.” 
Data will again be collected by 


‘mail ballots. 


| ing manager of Frank G. Hough Co., Lib) Weber, Seattle, to handle its ad- 
| ertyville, Ill., has joined the staff of Glenn- vertising. Previously, Richard G. 
Jordan-Stoetzel, Chicago, as v.p. and an Montgomery & Associates, Seattle, 


' account executive, effective Aug. 1. |had the account. 
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Station Reps Ask 
FCC to Stop Nets 


from ‘Encroaching’ 


(Continued from Page 1) 
unlikelihood of such a general 
inquiry in the “foreseeable future” 
and suggested that the “basic and 
simple” issues raised in the SRA’s 
petition be considered separately. 

The problem “has become ur- 
gent through recent and current 
action of National Broadcasting 
Co. and Columbia Broadcasting 
System in actually further en- 
croaching and projecting still ad- 
ditional encroachments upon the 
station national spot representa- 
tive field, and the rapid growth in 
the number of television stations 
accelerates the development of 
practices which if permitted will 
become industry fixtures,” the let- 
ter stated. 


“The simple position of peti- 
tioner is that national networks 
already controlling most of their 
independently owned affiliated 
stations’ broadcast hours may not 


programming without running 
|counter to sound public policy and 
‘to the controlling policy if not the 
specific letter of the commission’s 
|network regulations. The only real 
purpose sought and achieved in 
these regulations was to lessen 
network control over the opera- 
tions of their affiliated stations 
and to restore to those stations the 
minimum degree of control con- 
sistent with licensees’ responsibil- 
ity. The limitation of station hours 
controlled by networks is an es- 
sential cornerstone of this basic 
policy. 


® “Coupled with this policy is a 
basic tenet of the communications 
act, that radio broadcasting shall 
remain a freely competitive indus- 
try. It is axiomatic that the chief 
and only direct competitor of net- 
work advertising and program- 
ming is that afforded through na- 
tional spot advertising. To suggest 
that this direct competition is not 
restrained by network control of 
the latter is to urge that a network 
will compete with itself...” 

The representatives asserted that 
the networks, “emboldened... by 
the inaction of the commission... 


® The recent activity referred to 
was the acquisition of new station 
clients by the spot sales divisions 
of CBS and NBC. The letter lists 
five such stations for NBC and 
three for CBS. Biggest representa- 
tive catch for the networks recent- 
ly was KSD (AM and TV), which 
switched from Free & Peters to 
NBC spot sales. 

The representatives’ association 
summed up its case as follows in 
the letter to the FCC: 


and staff to ta! 


/acquire and exercise further con- | 
‘trol over their time, business and | 


have expandec their organizations | 
ce over further na- | 
tional spot representation of ‘nde. 
pendent affiliated stations.” Net- 


work solicitations for additional. 
stations to represemt are being. 
_made “as of this moment,” it was, 


pointed out. 


s The association accused the net- 
works of using affiliation contracts 
as a bargaining tool to get more 
stations to represent, adding that 
“especially in the TV field spot 
representation contracts can easily 
be tied in with affiliation con- 
tracts.” 

In television the problem of net- 
work “encroachment” is aggra- 
vated by the networks’ expanding 
film production, the representative 
group complained. 

“The networks distribute this 
film by mail to the stations,” the 
letter continued. “It is then broad- 
cast at a fixed time or more fre- 
quently at varying times on differ- 
ent stations. These practices are 
to be distinguished from the live 
show or even the film show simul- 
taneously transmitted by electrical 
means for simultaneous broad- 
cast by all affiliated stations. Con- 
trary to the statutory definition of 
network broadcasting the net- 
works force the recognition of this 
service as ‘network broadcasting’; 
station revenue is diminished ac- 
cordingly and licensee responsibil- 


‘ity further impaired.” 


HERE ARE THE MAGIC MERCHANDISING KEYS IN ARIZONA’ - 


that will ring up spectacular results for your client’s products in the 
nation’s most prosperous economic area! 


@ PRIMARY NBC programming and DuMont! 


@ ANTENNA HEIGHT 1550 feet above average terrain . . . four 
times higher than any other Arizona station! e 
@ COVERAGE AREA blanketing 63.2% of the state's freee 
spending population! 
. e 
@ UNPARALLELED RECEPTION .. . including a clear picture 
in areas where other Arizona stations don’t even register a signal! ° 


@ MERCHANDISING department that not only talks about = * 
merchandising, but actually gets the job done! (Note: Ask your 
Avery-Knodel man for proof of the remarkable sponsor cooperation 
techniques that KTYL-TV has perfected with smashing success. ) - 


@ PROGRAMMING — network, live and outstanding film 
packages — that’s pulling in an avalanche of fan mail and “rave” 
notices from local TV editors! : 


KTYLTV 


z 
a — 


See your Avery-Knodel man.. 


ARIZONA 


IS FIRST 


. . in Retail Sales Growth 

... in Population Growth 

. in Per Capita Income Growth 
. in Employment Growth 

... in Bank Capital Growth 
... in Truck Registration 

... in Farm Income Growth 


*Source: Research Department, 
Valley National Bank 


First in Everything 
That Spells More Sales! 


. or Phone or Wire Collect to KTYL-TV, 4420 N. Central Avenue, (AMherst 6-4483) Phoenix, Arizona 


Getting Personal 


Advertising Age, July 27, 1953 


Hewitt, Ogilvy placed big ads in seven New York dailies telling tonic 
drinkers, “please don’t hoard Schweppes,” because it’s in short sup- 
ply. AA researchers, however, found somebody crying wolf ..Page 1 

The administration ran into more trouble last week in trying to get 
its postal rate increase through Congress. Publishers opened up on 
the bill and the House committee still is on the fence ........ Page 1 

Trade associations shouldn’t look to the government, says Under Secre- 
tary of State Walter Williams. Instead, they should help increase 
civilian sales, he told the American Trade Assn. Executives . . Page 2 

Beer sales didn’t set a record last year, but came close to it, and beer 
advertising topped $100,000,000, reports United States Brewers Foun- 
Schl s 2. o56e Rees ha Vax s 49) 5 6) bade ORC daa bees eens Page 3 

A dress manufacturer watched with horror when the Kate Smith show 
allegedly credited the wrong company in a TV fashion show. Result: 
ee RE ios oy eal ass hacia d 6d0A6 dba wom Cas Kee eas Page 3 

Lincoln spends the most per car in advertising and Chevrolet the least. 
These are two of the findings in AA’s survey of automobile adver- 
cs ce Cone cee ukhrs Kae ess Seba d s eee Rae ee PETS Cees Page 3 

Companies that advertise in the New York classified telephone book 
may be subject to another tax levy. City officials insist that out-of- 
city firms must pay a gross receipts tax on New York sales if they 
use the book 

Do advertisers hypnotize themselves when evaluating their relations 
with dealers? AA says yes in an editorial citing the Magnavox 
NMS dco A arte aed ied Koda. pode SON Od OTEK ORM 9 9:49 9 Page 12 

A new menace threatens the ad business. It looks like the lowly v.p. 
will develop an inferiority complex now that he is being outranked 
on the prestige ladder by the senior v.p. .................. Page 18 

You have to have a contract, a New York court ruled when it threw 
out a writer’s suit charging theft of ideas for a radio-television 
ae Bia a SPs RR Treg ae i rape ar Page 25 

Somebody misread the signals and the Navy sent out an order to 
keelhaul scientists who are “Consumer Reports” subscribers. The 
brass backwatered after the Justice Department denied listing the 
publication as subversive 


| Somebody new is living off the fat of the land. In one year there were 


5,000,000 cases of low-calorie soda pop sold to waistline-worri- 


be month AA reported a wholesaler’s complaint about the way 


agencies handle liquor advertising. Now a market research man de- 
fends the agencies 


Fon has been a favorite fabric of interior decorators who probably 


remember their younger days on the farm. The Burlap Council, 
however, isn’t satisfied and has drawn up a campaign to boost use 
ee re SOE, GE Bi) CIO, DOO aac nid cece chee sd eiesa cus Page 69 
The solution to falling supermarket food profits is increased mechani- 
zation, says Arthur Fatt. He predicts that supers will use vending 


SE, Ee ae ee ee rer rer ere Page 82 
REGULAR FEATURES 

Advertising Market Place ....60 Looking at Retail Ads ........ 66 
Along Media Path .......... 28 Mail Order Clinic ........... 63 
Chain Store Sales ........... 42 ee ee 70 
| Coming Conventions ......... 19 Photographic Review ......... 58 
| Creative Man’s Corner ....... 64 Production Tips ............. 66 
Department Store Sales ...... 52 ere e eee 12 
| Editorials .................-. 12 Salesense in Advertising ..... 64 
Employe Relations .......... 66 This Week in Washington ... .54 
Eye and Ear Department ..... 64 Voice of the Advertiser ....... 42 
Farm Publications Linage ... .68 You Ought to Know ......... 46 
PR TET EE 16 What They’re Saying ........12 


¢ A Royal Procession 


la of nationally advertised trademarks 


. famous brandnames... marches 
through our plant year after year. We 
are proud to contribute to their advertis- 


ing dominance the power of the finest photo- 


engravings that can be made. 


perianal Flat 
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in Herald Tribune 
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WIAR-TV Promotes Borden | 


Mickey Borden, for the past two | 
and a half years a member of the 
production staff of WJAR-TV, 
Providence, has been promoted to | 
promotion manager. 


Direct Mail Service Moves 


The Maude Ralph Direct Mail 
Service, San Francisco, has moved 
its offices to the Russ Bldg. 


Barlass Joins Meredith 


Jack S. Barlass, formerly execu- 


‘tive v.p. of the Princeton Film 


Center, Princeton, N.J., has been 
named director of the new book 


‘and general promotion divisien of 


Meredith Publishing Co., Des 
Moines, Ia. os 


Sales Promotion Office Bows 


Irving R. Blumenthal, for 24 
years eastern manager of Modern 
Beauty Shop, Chicago, has opened 
a sales promotion and advisory | 
service at 10 E. 39th St., New 
York. 


Marks Joins Shuron Optical 

Roy Marks, formerly sales man- 
ager of Univis Lens Co., Dayton, 
has been appointed v.p. in charge 
of sales and promotion of Shuron 
Optical Co., Rochester. 


named v.p. of Marsteller, Gebhardt & Reed | 


Advertising Age, July 27, 1953 


Phone Book Listing in New York City 
May Mean Gross Receipt Tax Applies 


New York, July 21—Is an out-/ica. In a report to members, it 
of-city company that makes in- said, “New York City tax author- 
formation about a product avail- ities hold that a company which 
able to prospective customers here makes information about a prod- 
by means of a telephone book list- uct available by phone to prospec- 
ing subject to the city’s gross re-| tive customers is doing business in 
ceipts tax? | the city for purposes of the gross 

City tax officials say yes. But, receipts tax.” 
they point out, a phone book list-. 


ing does not make a vp g Explaining how it works, the in- 
- | able to the gross receipts tax. at stitute said, “Assume that Smith 
pn arias aie aa of Mat.| 3 levied only on money a com-| Corp. is an out-of-city manufac- 
drum & Fewsmith, Cleveland, has been | Pany receives for goods sold here.'turer of air conditioners. It does 
The question was raised recent-| not handle selling or other activi- 
‘ly by Research Institute of Amer-| ties in New York City itself. In- 


stead, it sells conditioners outright 


in Pittsburgh. 


Vitality 


Copyright 1943, The New Yorker Magavine, Inc. 


The more you 


Active people 


‘to a New York City distributor, 
‘Jones Corp., which handles all 
New York sales. 
| “On these facts, New York City 
has no grounds at all for claiming 
‘gross receipts tax from Smith 
Corp. But now Jones’ Corp. 
adds under its own New York 
phone book listing the line 
‘Smith Corp. Air Conditioners,’ 
with the consent of the manufac- 
turer. 

“City tax collectors claim that 
this listing constitutes doing busi- 
|ness in New York by Smith Corp. 


and subjects the company to a 


gross receipts tax.” 


s At the special taxes division of 
the city tax collection bureau, AA 
was told that no recent rulings 
have been made on specific cases 
such as outlined above by the in- 
stitute. 

“But the division is continually 
answering inquiries on these mat- 


ped arm 


“7 think of you as being enormously alive” 


do the more you buy. 


make active markets. 


New Yorker readers live where things 


happen. 81% 


of The New Yorker’s 


U.S. circulation is concentrated in 


the 47 major 


coast to coast 


city trade areas from 


where most of the de- 


partment store sales are made. New 


Yorker readers are active charge cus- 


SELLS THE PEOPLE OTHER PEOPLE 


THE 


NEW YORKER 


No. 25 WEST 


NEW YORK 36,N. Y. 


ters,” AA was told. “Any company 

or individual that has any type of 
office in New York City for re- 
'ceiving or sending mail or tele- 
phone calls for the purpose of 
conducting a business,” it was ex- 
plained, “is subject to the gross 
receipts tax. This is one-fifth of 
'1% on gross receipts over $10,- 
000. 

“There is no tax on a phone 
listing, as such,” the tax official 
_said. “The tax you’re asking about 
is on gross receipts for business 
done in New York City. 


'g “If sales are made in New York 
City by an out-of-city manufac- 
turer as a result of an advertise- 
ment or phone book listing at a 
place of business in the city, gross 
|receipts taken in at that place of 
business are subject to the city’s 
| gross receipts tax, whether credit- 
ed on the books to the out-of-city 
manufacturer or to his dealer or 
agent. 

“The city is not too much con- 
cerned about who pays the tax,” 
|AA was told, “and the city will 
|do what it can to keep things as 
; . z simple as possible for all parties 
reason for this choice. 1 he New | Coneerned. But it’s mandatory for 

city tax collectors to get a gross 
| receipts tax on business done with- 
in the city.” 

AA asked this question: If a 
New York dealer places a local 
phone listing for an out-of-city 
manufacturer, does that make the 
‘manufacturer automatically liable 
for the tax? The answer: “Not 
necessarily, but in most cases it 
probably would.” 


tomers in the best stores in these rich 
areas. This explains why The New 
Yorker carries more national retail 
advertising than any other magazine 


by a wide margin. There’s one good 


Yorker sells goods—quality goods— 
to the most active group of customers 


in the United States. 


@ Every case has to be decided on 
its own merits, the tax official 
said. “In most instances, out-of- 
‘city manufacturers and/or their 
dealers pay the tax now. The fact 
that there are phone listings in- 
volved doesn't add anything to the 
tax. 


“It seems to me,” the official 
said, “you’re trying to make a 
mountain out of a mole hill. 
'There’s nothing new or unusual 
about this situation at all. The tax 
has been in effect for over five 
years.” 
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Youngsters are cautious and competent critics . .. 
weighing, comparing . . . and, finally selecting their 
preferences. As they scan the 400-odd comics books 
‘is on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 


th make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
“ Comics Group is doing a thoughtful and effective job . . . is presenting 
e in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 


Group 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 
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Schweppes Ads in N.Y. Seem to Cause 
Needless Worry by Gin-and-Tonic Lovers 


(Continued from Page 1) All the dealers said there was 
who remember wartime shortages, | plenty of Schweppes around and, 
became increasingly perturbed as|as far as they knew, they could 
these ads popped up in the papers. | get as many cases as they wanted. 
Could they be true? 

So AA’s staff of shopper-report-|® The product seems to be selling 
ers was dispatched post haste} well, AA’s shoppers reported. But 
around town. Herewith a digest it was difficult to determine 
of their findings: |'whether Schweppes’ sales can be 

Of 14 groceries, Getheahonsane | attr trates to its own efforts or to 
and supermarkets visited, none | the fact that a truck drivers’ strike 


| sembling a shortage. One, in upper | Dry Quinac, White Rock and Hoff- | 
,|Manhattan, had only two bottles man’s tonic water, among others. 
left but was expecting a delivery’ There seems to be a good deal | 
within hours. The owner ex- of confusion—calculated or unin-| 


'sufficient quantity. 


Dig Those Crazy Hoopers! 
They're Real COOL, ape - 


DES MOINES 


@ Sure, it's blazing hot, but in lowa, that's important — you 
can HEAR that green stuff (corn) growing. Just have Sam 
rev up the air conditioner while we pound your auditory 
system with a reminder of a real HOT BUY — KRNT, CBS 


in Des Moines. 


RADIO 


@ You and that big account want to go places this Fall, 
and this is the ‘going places" station. It's the Know How, 
Go Now" station with the fabulous personalities and the 
astronomical Hoopers. We've had the hot Hoopers since 
Hector was a small spaniel. Latest Hoopers again and still ft 


show us away out front — morning, afternoon, and evening. 


@ Better call that cool Katz man, Man — ‘cause we've got 
the hottest buys and guys in town! They're real gone, Man! 


Buy tha 


VERY HIGHLY HOOPERATED, SALES RESULTS PREMEDITATED, CBS AFFILIATED 
STATION IN DES MOINES! 


reported anything remotely re- has stopped delivery of Canada/| 


plained that he had not crdered a_ tentional—among dealers concern- | 
‘ing the imported vs. the domestic | 


DANA - 


FERNALD, 
|manager of Farm Journal, Philadelphia, 
|has been promoted to national advertis- 
ing sales manager. 


assistant advertising 


| 


variety of Schweppes. 

Early Schweppes ads _ pointed 
out that “every drop of Schweppes 
quinine water bottled here has the 
original flavor which has long 
made it the essential mixer for 
authentic gin-and-tonic.” The lo- 
‘cally bottled product is supposed 
to replace the imported quinine 
water, but several grocers told 
shoppers that, while the domestic 
is in plentiful supply, they are 
having difficulty reordering ihe 
imported. 


_@ One dealer, on Long Island, had 
|a good supply of both imported 
‘and domestic and tried to sell a 
|shopper the 39¢ imported instead 
lof the 17¢ domestic. “It’s much 
'better,”” he said, asserting that 
any tonic water connoisseur could 
easily tell the difference. 
| A Third Ave. delicatessen owner 
did not know if the bottles on his 
shelves were imported or domes- 
tic. He just knew the price (17¢). 
| Asked about his supply prob- 
‘lems, another Third Ave. delica- 
|tessen owner replied, ‘Domestic, 
we can get all we want, but we’re 
having trouble with the imported.” 
“Is imported better?” AA’s man 
| asked. 
| “Not really, but lots of people 


think so, so we try to keep a 
lel 
'@ It looks like bearded Cmdr. 


Edward Whitehead who, accord- 
ing to the Schweppes ads, “imports 
the original Schweppes elixir” and 
‘carries “the secret of Schweppes 
unique carbonation locked in his 
briefcase” had better look around 
for those keys. 


‘Bluebook’ Will Accept Ads 


Bluebook, first published as a 
monthly magazine in 1906, will 
‘accept advertising—in full-page 
units—with the November issue. 
|The b&w page rate will be $900 
/based on 300,000 net paid circula- 
tion. Four-color pages will be $1,- 
260. The magazine, according to 
| William E. Terry, advertising man- 
‘ager, “dispensed with advertising 
some years ago for the purpose of 
distinguishing it from other maga- 
zines printed on ‘pulp’ paper, and 
is not now interested in cheap 
advertising in appearance or ap- 
peal.” 


Lange to ‘American Druggist’ 


Edmund J. Lange Jr., formerly 
associated with Rust Craft Pub- 
lishing Co., Boston, and Bristvl- 
Myers Co., New York, has been 
| appointed to the sales staff of 
' American Druggist, New York. 


PICTURES SELL! 


Children's photos — all ages 
and types. Adaptable for 
newspaper, billboord, calendars 


FREE PHOTO DIRECTORY 
send for your free copy 
today on your letterhead. 


PHOTO DIRECTORY 


5864 Hollywood Bivd., Hollywood, Calif 
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Just this . . . Santa Claus is the best 
point-of-sale idea we know. He opens 


purses .. . starts people buying 


... creates the greatest shopping 


season of the year. 


Making people buy is the job of 
Advertising at the Point-of-Sale. 


Putting a “Santa Claus punch”’ into 


your advertising at the point-of-sale, 


any time of the year, is our job. 


We specialize in advertising at the 


point-of-sale. We know how to make it 


sell. Let us show you! 


SION. Se 


Write for samples of ideas that sell! Incidentally, does the 
above picture remind you to get next fall’s promotion material 
in work? Get us started now! Chicago Show Printing Co., 
2640 N. Kildare, Chicago 39; 400 Madison Ave., New 
York; offices in principal cities. 


SOOOSSSSSSHSSSSSHSSSSSSSSSOSHSSSSSSHSHSHSHSHHHHHSHSHHHSHHHSSHSHSSSHSSSSOHSHHSSE SHESHHHSHSSSSSOSHHOSSHOHSSHESEESEEEEEEEESS eeeeeee 


© 1953 Chicago Show Printing Co. Trademark MYSTIK Registered 
¢ Lithographed displays for indoor and outdoor use e ° 

* Cardboard Displays + Cloth and Kanvet Fiber Banners and Pennants * Mystik® Self-Stik Labels AfIS1l1 

¢ Animated Displays * Mystik® Self-Stik Displays * Econo Truck Signs VE. at th e PO INT- O F ad SALE 


+ Stanzall Outdoor Signs * Mystik® Can and Bottle Holders * Booklets and Folders é 
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More advertisers use NBC 
than any other network 


A television network’s severest critic is the advertiser. His opinion is 


very simply expressed by his presence or his absence. 


NBC is the advertiser’s favorite night and day. Here’s how the nation’s 


178 network advertisers show their preference: 


NBC NETWORK #2 NETWORK #3 NETWORK #4 
NO. DAYTIME ADVERTISERS 58 38 12 6 
NO. NIGHTTIME ADVERTISERS 48 43 22 18 
TOTAL ADVERTISERS * 96 73 32 24 


Of NBC’s 96 advertisers, two-thirds use NBC exclusively. 


Moreover, of the 30 new advertisers who entered television the first four months of 1953, 


17 chose NBC—more new advertisers than used all other networks combined. 


Such a vote of confidence by the nation’s television network advertisers 


is another reason why NBC is America’s No. 1 Network. 


Next week... further proof. 


NBC’s Audience Advantage is to Your Advantage ... Use It. 


TELEVISION 


a service of Radio Corporation of America 


sources: ?./.B. January-April, 1953 


*Totals reflect the use of both daytime and nighttime by so, | advertisers 
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A Bitter Pill for Marketing Men 


A House-Senate appropriations conference committee last week 
scuttled the censuses of business and manufactures scheduled for 
early next year, by refusing to accept the Senate plan to appropriate 
$11,500,000 to complete the work. Instead, the conferees agreed to 
provide $1,500,000 for “spot checks” of business, manufactures and 
agriculture. 

It is of more than passing interest that AA should have carried 
news of the House and Senate action in the same issue in which the 
Winston-Salem Journal and the Twin City Sentinel used a full page 
of advertising to report results of an individual check of grocery 
stores in Winston-Salem and Forsyth County, N. C., made for the 
newspapers by Dun & Bradstreet. 

Listen to this, quoted from the newspapers’ ad: 

“For years the Journal and Sentinel have been slightly confused 
and a bit dubious of the methods employed by the various ‘surveys,’ 
‘market guides,’ ‘market analyses,’ etc.—particularly in their compu- 
tation of retail sales. True, they have been helpful in the past—but 
how accurate? Even government figures-—-now over five years old— 
were questionable... 

“The Dun & Bradstreet total is over 12% higher than credited to 
Forsyth County by any other source. 

“The Dun & Bradstreet check shows 69 more retail outlets than 
credited to Forsyth County by government records.” 

What does that mean? If it means anything, it means that no matter 
how carefully estimates are developed (and most of those in wide- 
spread use are extremely carefully put together) no estimate and no 
formula can be as accurate as a complete count. The marketing 
business needs censuses—complete counts—to provide benchmarks 
against which estimates and samples can be regularly checked. Other- 
wise minor errors, of no consequence in themselves, may in time 
develop into errors of major proportions. 

The loss of the censuses which are already provided for by law is 
indeed a bitter blow to marketers. And the simple fact is that 
Congress did not appropriate the necessary money because business 
failed to make the need for these figures clear. 

In the early debate, some congressmen pointed out that it always 
seems to be the “smaller business fry” who talk about the need for 
such figures, while top management insists that business does not 
have any great need for them. 

Clearly, marketing people have fallen down on the job. They had 
better get to work right away on an educational campaign that will 
guarantee that top management in business—their own business, 
above all—knows how census figures are used and why they are 
vital to business. 


How Many Are Kidding Themselves? 


Last week alert AA reporters, spotting an unusual Magnavox ad in 
Time, which professed to tell why no discounts are available from 
Magnavox dealers, did a bit of telephone shopping and quickly dis- 
covered that eight out of twelve dealers made noises which did not 
require much effort to translate into offers of discounts from list on 
Magnavox TV sets. 

Why did they do this? To be able to print a wiseacre story? To 
discredit Magnavox? Certainly not. 

They did it to demonstrate a condition which is too often the case— 
the condition in which an advertiser hypnotizes himself into believing 
something about his dealer organization or his relations with the 
public which just isn’t true. 

In some instances, it isn’t more than a block or two from a sales 
manager’s desk to a retail outlet. But in too many instances the men- 
tal distance between sales manager and dealer seems approximately 
equal to the distance around the equator. If blunders are to be 
avoided, this mental distance must be cut down sharply. 


—The Torch, publication of 
the Milwaukee Advertising Club 


“., and it was HERE that our sales manager DELIBERATELY had his stomach uker 
cured!” 


What They're Saying 


You Cur, Sir 

According to the New York 
Times, a leading distiller [James 
E. Pepper & Co.] has come up with 
a concoction to which he has the 
gall to refer to as “a _ short-cut 
mint julep.” In mixing this out- 
rage, one is supposed to swirl in 
the whisky a stick of peppermint 
candy, substituted tor “the mint 
leaves and sugar customarily 
used,” until the candy melts, im- 
parting “sweetness, savor and a 
green hue.” This, says the usually 
sane Times, is “easier and quicker 
than crushing the mint leaves with 
sugar.” 

As soon as the old Colonel re- 
covers from his faint, and Man 
O’War stops turning over in his 
grave, we would like to point out 
to the Times a few fallacies in its 
slur against hallowed Kentucky 
tradition. First, no gentleman 
would dream, sir, of ‘‘crushing the 
mint leaves,” with or without sug- 
ar. Occasionally, some younger, 
more radical host may bruise the 
mint ever so slightly. But the true 
connoisseur leaves to nature the 
task of mingling, in untroubled, 
unhurried association, the flavor 
of mint and whisky. As for green 
hue (gad!), we can only trust that 
the next time the writer visits 
Louisville in the springtime, he 
will remove his sun glasses while 
drinking his julep. 

Should he do so, he will find 
a nectar of gentle amber hue, 
mellowed by time and hallowed 
by custom. To propose that such 
a drink is susceptible to short- 
cuts is as scurrilous as suggesting 
that the mint julep, like Green- 
wich Village or the Folies Bergere, 
is something palmed off on the 
greenhorn visitor, but never 


touched by the homefolks. 
—Editorial in the Louisville Courier- 
Journal. 


Pay-As-You-See TV 

Even though it would present 
outstanding programs without in- 
terruptions by commercials, sub- 
scription television would benefit 
national advertisers indirectly and 
many television stations directly. 
Subscription television, when and 


if approved by FCC, would make 
possible the development of many 
new stations throughout the coun- 
try. 

There are now only 171 TV sta- 
tions in operation, and there is 
room on the broadcast bands for 
more than 1,800. By making pos- 
sible the establishment and opera- 
tion of many new TV stations, sub- 
scription TV would benefit nation- 
al advertisers, since these addi- 
tional stations would be outlets for 
use by the advertisers when they 
desired to use them. 

In other words, [Skiatron’s] 
Subscriber-Vision would carry part 
of the heavy costs for station de- 
velopment and operation, relieving 
the advertisers of part of the load 
and at the same time keeping the 
avenues of information to the peo- 
ple open for the advertiser. 


—Arthur Levey, president, Skiatron 
Electronics & Television Corp., quoted 
in the New York Herald Tribune. 


Bright Outlook 


Three years from now the crea- 
tive writer of advertising will be 
one of the most sought after indi- 
viduals in our economy. The aver- 
age manufacturer can’t lower his 
taxes. He can’t lower his labor 
costs. He can’t lower the cost of 
his raw materials. He can, how- 
ever, make his advertising dollars | 
deliver more sales. That’s his one) 
hope for lower costs. And that’s. 
where the creative writer of ad- 
vertising enters the picture. 

If this creative adman succeeds, 
in making the advertising dollars 
deliver more sales it would auto-. 
matically give the company an im-| 
portant edge over competition. 
With lower sales costs, the firm 
could undersell competition and) 
still realize a satisfactory profit. 
And the day isn’t far off when 
lower price may again be a domi- 
nant factor in determining which 
brand a consumer buys. In view of 
all this, it’s easy to understand 
why capable creative people and 
good agencies are going to be high- 
ly sought after in the years just 


ahead. 
—Ernest W. Whitney, Bruce B. Brew- 
er & Co., speaking before the Ad- 
vertising and Sales Executives Club 
of Kansas City. 
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Rough Proofs 


If you think “The Isle of Capri” 
is no longer a popular song, Rough 
Proofs’ scouts report, you can 
easily get the correct answer by 
visiting the isle of Capri. 

& 

Quaker Oats agencies are ex- 
changing data in a new clearing- 
house arrangement, but it will 
make it a lot harder for the agen- 
cies to remember which products 
they’re handling. 

* 

“Republicans face unpopular 
postal bill hiking rates,’ reports 
the world’s greatest advertising 
journal. 

The correct attitude: Get thee 
behind me, Summerfield. 


a 

The Journal of the AMA says 
doctors resent the trend in adver- 
tising “to feature stethoscopes, 
white coats and medical claims in 
ad programs.” 

It’s just because admen think 
the public thinks the doctor sees 
all, hears all, knows all. 


* 

A. C. Nielsen Co. can now meas- 
ure multiple-set viewing and lis- 
tening with a single Audimeter, 
thus giving the broadcasters a 
chance to compete with Mr. Politz 
and the Life audience figures. 


* 

Advertising, says Bruce Barton, 
encourages people to live beyond 
their means, but it doesn’t explain 
why Uncle Sam does so with such 
regularity. 

8 

Automobile parts makers are 
going into premium merchandising 
in a big way, but if premium gaso- 
line refiners adopt the plan, it will 
get just a bit confusing. 


a 
The Four A’s would like to see 
newspapers meet their problems 
of increased costs “by increasing 
net income from circulation.” 
But without allowing the circu- 
lation figures to slide, of course. 


* 

One of the requisites for recog- 
nition, says the Four A’s, is that 
an agency should have clients. 

An agency without clients can’t 
even be seen, much less recog- 
nized, by media. 

* 

Institutions has pioneered in the 
business paper field by publishing 
an issue featuring three dimen- 
sional effects. A lot of printers 
may welcome the idea that exact 
color registration is no longer nec- 
|essary for owners of Polaroid 
| glasses. 


Col. Posey says a headline for a 
golf book promising to knock 
strokes off one’s game is “steree- 
typed poppycock” to golfers. 

Besides, they know that a lot of 


the strokes knocked off that way 


get back on the score-card in a 
hurry. 
a 

“In a short day’s jaunt through 
a few newspapers and magazines,” 
says Clyde Bedell, the sage of Park 
Ridge, “you can turn up an amaz- 
ing number of completely unbe- 
lievable ads.” 

Truth is rarer than fiction. 


. 

The New York Yankees lost nine 
straight just to encourage the rest 
of the league to try to make a race 
of it. 
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The 
ADDS TO ADVERTISING IMPACT IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER PHILADELPHIA MARKET 


Delaware Valley today runs 'way ahead in big sales opportunities created by the first 
four factors. 3 billion dollar industrial expansion piles up purchasing power for 
1% million families. In tomorrow’s Delaware Valley, the all-important “5th Dimension” 
—the Growth Factor—is bound to bring you bigger sales results from advertising. And 
all over this growing Valley, THE PHILADELPHIA INQUIRER continues delivering new 
selling power to new advertisers every month! 


ed Che Philadelphia Prquirer 


Constructively S-rving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-: 38; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 / --tgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 025 
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REPORT ON STATE FARM PAPERS 
(Report Number One of a Series) 


WHAT IS THE GAIN IN COMMERCIAL ADVERTISING LINAGE Vi 


Local Farm Publications have gained more Cc 
five years than any other type of — © 


STATE FAR M PAPER € A 


1948 
Total Commercial Linage — 29 Papers 


9,055,563 


PIS aE 


Although 1948 was a big linage year for all types of farm p 
publications, only local farm papers have continued to gain | 

since then . . . and STATE FARM PAPERS’ total commercial 
linage in 1952 was 16% greater than in 1948. STATE FARM cc 
PAPERS are showing a substantial gain in 1953 over 1952; ir 
in fact, August issues reveal that local farm papers were ir 
chosen exclusively to carry the largest single advertisement, C 
8 consecutive color pages, ever placed in a nation-wide farm | ir 


because... 
STATE FARM PAPERS inf 


STATE FARM PAPERS ar 
STATE FARM PAPERS pr 


STATE FARM PAPERS ar 


STATE FARM PAPERS ARE AS BASIC AS THE SOIL ITSELF 
wrap 
Kansas Farmer Wig eens Qa Win 
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American Agriculturist 
The Arizona Farmer 
The Arkansas Farmer 
California Farmer 

Colorado Rancher and Farmer 
The Dakota Farmer 

The Farmer 
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VOLUME? 


commercial advertising linage in the past 


ADVERTISING LINAGE 


1952 
Total Commercial Linage — 29 Papers 


10,509,084 


paper list by one advertiser. 


Manufacturers returning to civilian production and, in most 
cases, to highly competitive markets have been concentrating 
more and more on “nothing but the best” in advertising 
media . . . on publications that will actually MOVE MER- 
CHANDISE. In advertising to the rich farm mass market, this 
means STATE FARM PAPERS... . 


influence more of the nation’s farm families, more effectively, 
than any other combination of publications. 


are waited for, thoroughly read, depended upon and preferred 
above all others by the farm families who make up one of Ameri- 
ca’s top ranking MASS MARKETS. 


provide more efficient coverage and penetration of the farm 
market, with less non-farming, urban and fringe area circulation 
and less duplication, than any other type of farm publications. 


are the advertising media preferred above all other farm publica- 
tions by local dealers who sell to farm families. 


The proof of these statements and the proof of both the advertising and merchandising 
value of STATE FARM PAPERS is readily available. STATE FARM PAPER publishers 
will be glad to assist you in conducting your own survey, asking America’s farm 
families in any region any questions you wish about what farm papers they read 
and prefer. And ask your dealers what farm publications do them the most good. 


To make sales to the farm families of America, put their own 


STATE FARM PAPERS first in your advertising program. 


(ea ap ee Nebraska 


Silas? 
Florida Grower Missouri Ruralist 
The Idaho Farmer Montana Farmer-Stockman 
The Indiana Farmers Guide Nebraska Farmer 
Kansas Farmer New England Homestead 
The Kentucky Farmer New Jersey Farm and Garden 
Michigan Farmer The Ohio Farmer 


The Mississippi Farmer The Oregon Farmer 


Pennsylvania Farmer 

Prairie Farmer 

The Southern Planter 

The Utah Farmer 

Wallaces’ Farmer and lowa Homestead 
The Washington Farmer 

The Western Farm Life 

Wisconsin Agricylturist and Farmer 
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Warns 


in The Elks 
October Hunting Issue! 


The 1,054,748 active men who read and own The 
Elks Magazine are big game for advertisers in this 
special hunting issue. The known hunters among 
Elks number 474,000, and every reader —because 
of his income, habits and loyalty to The Elks 
Magazine—is a matchless buying prospect. 

Yet the page rate per thousand is lower than any 
of the three leading outdoor magazines. 


THE MAGAZINE 


New York * Chicago * Detroit * Los Angeles 


‘ABP Has Approved 
1,404 Ad Agencies 


| New York, July 21—A total of | 
1,404 agencies have applied for and 
received recommendation by the 
Associated Business Publications, 
according to William P. Winsor, 
| chairman of the association’s agen- 
cy relations and credit committee, 
and v.p. and publisher of Materials 
& Methods. 

To secure the recommendation, 
an agency must supply information 
in depth on its financial resources 
and credit responsibility, its free- 
dom from control by any adver- 
tisers or media, and its ability to 
render bona-fide advertising agen- 
cy service. The recommendation 
must be renewed each year. 


| 
| 
i 
| 
i 


Four Join Weintraub & Co. 


Ralph Ginzburg, formerly tele- 
vision and radio copy chief of 
WNEC and WNBT, New York, and 
Florence St. George, formerly ad- 
vertising manager of Frances Den- 
ny cosmetics, have joined the copy 
department of William H. Wein- 
traub & Co., New York. Fred G. 
Rugge, formerly associated with 
Harry B. Cohen Advertising Co., 
New York, has joined the Wein- 
traub media department as a spe- 
cialist in outdoor. 


Heads Young Presidents’ PR 


L. W. Frohlich, president of 
'L. W. Frohlich & Co., New York 
|agency, has been named chairman 
‘of the public relations and publica- 
tions committee of the Young 
Presidents’ Organization. 


Agency in Larger Quarters 


Advertising Unlimited, Newark, 
has relocated in larger offices at 
207 Market St. 


Things have changed 
in ARKANSAS, too! 


If you still think of Arkansas in terms of moun- 
tain cabins and kerosene lamps, take another 
look! Arkansas has made almost unbelievable 
progress in the last decade—retail sales, for 
example, are 276.9% ahead of ten years ago*! 


There’s a bright new star on the Arkansas radio 
horizon, too—it’s 50,000-watt KTHS in Little 
Rock, now CBS, and the only Class 1-B Clear 
Channel station in the State. KTHS gives 
primary daytime coverage of 1,002,758 people 
—more than 100,000 of whom depend on KTHS 
exclusively for primary daytime service. Inter- 
ference-free secondary daytime coverage ex- 
ceeds 314 million people, and includes practical- 
ly all of Arkansas! 


Get all the big KTHS facts, now. Write direct 
or ask your Branham man. 


*Sales Management figures. 


50,000 Watts - - - CBS Radio 


Represented by The Branham Co. 
Under Same Management as KWKH, Shreveport 
Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


BROADCASTING FROM 


LITTLE ROCK, ARKANSAS 


Advertising Age, July 27, 1953 


Getting Personal 


Stephen F. Woodson, manager of WFRC, Reidsville, N. C., has 
been installed as the new president of the local Rotary Club... 
Earle A. Buckley, president of the Buckley Organization, Philadel- 
phia, has been named chairman of the Philadelphia Direct Mail 
Club’s 1953 Mail Day, scheduled for Nov. 10... 


The newly elected Los Angeles mayor, Norris Poulson, has named 
two executives on city commissions: Emmett C. McGaughey, execu- 
tive v.p. of Erwin, Wasey & Co. Ltd., a former FBI man, has been 
reappointed to the Police Commission; Don Belding, Foote, Cone & 
Belding, has been appointed to the City Airport Commission. . . 


June 30 marked the 30th anniversary of Milo E. Smith’s connec- 
tion with Chicago Bridge & Iron Co. He joined the company on leav- 
ing the University of Wisconsin and has been advertising manager 
since 1926... 


Cornwall Jackson, v.p. of J. Walter Thompson Co. in Los Angeles, 
has been vacationing in Honolulu with his wife, the former Gail 
Patrick of the movies, and their small daughter, Jenifer. ..Joseph 
Willicombe, p.r. director of King Features Syndicate and the New 
York Journal-American, and Mrs. Willicombe had a July cruise to 
Nassau, Bahamas... 


When Cpl. Bruce F. Johnson took the marriage vows with Mary 
Elizabeth Dunn on Independence Day in Lisbon, N. Y., his father, 
Jack Johnson, acivertising sales manager of Advertising Require- 
ments, served as best man... 


BEST OF SHOW—Susan Kurtz, aged six, accepts best-of-show award in a Small Fry 

Art Exhibit sponsored by the Cleveland office of Fuller & Smith & Ross. Making pre- 

sentation is Allen L. Billingsley, president. Proud on-lookers are Susan’s parents, Mr. 

and Mrs. Harry D. Kurtz. Her dad is an account executive. Susan’s entry (background) 
was titled “The Old Woman Who Lived in a Shoe.’ 


“Podnah, howdy! Mah name’s Diane Hawley Mertz,” says this 
Texas-type young lady’s announcement of her arrival in Fort Worth 
on May 16. Her dad is Max Mertz, account executive at Simmonds & 
Simmonds. .. 


James J. Stewart Jr., assistant manager of national advertising, 
Hartford Times, received the Key Man Award of the Greater Hart- 
ford Junior Chamber of Commerce for serving as chairman of a 
membership drive that increased membership of the Jaycees from 
225 to 420... 


Life’s publisher, Andrew Heiskell, has been made a member of 
the board of directors of the New York USO Defense Fund.. .Alan 
Henry, sales promoticn manager of WONS, Hartford, is engaged to 
Marilyn Ina Sack of Hartford...A June bridegroom was Chester 
Rae LaRoche of C. J. LaRoche & Co., New York, who married Edith 
Roberts Barnard in Pound Ridge, N. Y.... 


Clarence L. Jordan, executive v.p. of N. W. Aver & Son, is the new 
chairman of the p.r. committee of the 4th annual United Fund cam- 
paign in the Philadelphia area...And Jack Pearce of the KYW pro- 
duction staff has been named to the p.r. and rehabilitation commit- 
tees of the Prisoners’ Family Welfare Assn. of Philadelphia... 


Bruce Barrington, assistant general manager of KXOK, St. Louis, 
has been promoted to colonel in the Army Reserve Corps. He is chief 
of staff of the 102nd Infantry Division... 


Jerry Zalkind, who has been ™“tussling with a long, slow trouble 
called hepatitis, is back—part time—at his desk at Kleen-Stik Prod- 
ucts, Chicago. ..Tom Sundheim, head of Thomas R. Sundheim Ad- 
vertising, Philadelphia, returned from a brief trip with the an- 
nouncement that he had been married during his week’s vacation. . . 


Roy Colonari, manager of WNAB, Bridgeport, Conn., is handling 
community relations for the summer pops operating committee of 
the Connecticut Symphony Orchestra... 


National Gypsum’s board chairman, Melvin H. Baker, received 
the honorary degree of Doctor of Science in Business Administration 
at the commencement ceremonies at the University of Maryland... 
H. B. LeQuatte, president of H. B. LeQuatte Inc., was appointed an 
arbitrator by the American Arbitration Assn. in a case heard a cou- 
ple of weeks ago at the association’s Commercial Arbitration Tribu- 
nal in New York... 

Richard Powell, N. W. Ayer & Son v.p. in charge of information 
services, will have his 9th mystery novel published by Simon & 
Schuster as Inner Sanctum mystery for December... 


Kingsley Gillespie, publisher of the Advocate, Stamford, Conn., 
has been elected a v.p. of the Fidelity Title & Trust Co., Stamford. . . 
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your advertiging belongs in 


More electric motors are sold to the 
metalworking industry every year than to 
any other industrial market. Every one of 
the more than 17,000 plants reached by 


STEEL is a quantity buyer of motors ‘. 


either as a component in the machinery 
they produce or for replacement in their 
own production equipment. And that's 
why STEEL is the logical choice as the 

basic paper to reach the $111 billion metal- 
working industry. STEEL + Penton Building 
Cleveland 13, Ohio 


You advertise in STEEL to reach 


all four buying influences 


MANAGEMENT 


PRODUCTION 


THE WEERLY MAGALIME OF ALETAL WORKING 


PURCHASING 


These 14 manufacturers of 


electric motors advertised 
in STEEL during 1957 
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Journal Ster 
Coverage Matra te Mame: 


Peoria is FIRST in 
POPULATION CHARACTERISTICS 


Say 4 
1. PEORIA scored in 6 of the 10 points. in sayin 


2. Roanoke, Columbus and Grand Rapids 


IN PRINTERS’ INK RECENT SURVEY 


OF 18 TEST MARKETS*... 


scored in 5 of the 10 points. 


*18 Metropolitan areas selected because they 
“enjoy some trade promotion as test markets’’. 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO., Inc. 
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Advertising Age, July 27, 1953 


Agency V.P.s Risk an Inferiority Complex 
Now That the Trend Is to the Senior V.P. 


FROM: Jim O’Gara, Associate 
Editor 

TO: S. R. Bernstein, Editor 
Dear Boss: 

You’ll recall back in December, 
1951, you discovered that if the 
|agency business was distinguished 
for anything, it was the high in- 
| cidence of v.p.s (AA, Dec. 31). 
_The top ten agencies, you found, 
| boasted no less than 364 of them, 
|far outdistancing the 144 v.p.s 
|/mustered by the likes of General 
|Motors, Procter & Gamble, and 
others in the leading ten advertis- 
| ers. 


You may also remember you had 
a theory for the teeming v.p. pop- 
ulation: agencies give the titles 
instead of raises. 

This is to report that today, 19 
months after your study, it seems 
that the glitter of the old, plain 
title is fading. How else to explain 
what looks like a trend to a strange 


WBAL 


BALTIMORE 


announces the appoimtment of 


HENRY I. CHRISTAL COMPANY 


as 


National Sales Representative 


Effective August 1, 1953 


WBAL is proud to join such leading stations as... 


WBEN - - - Buffalo KFI - - - 
WGAR .- - - Cleveland WHAS - - 
WJR - - - - Detroit WTM] - - 
WTIC - - - Hartford WGY - - - 
WDAF - - - Kansas City WTAG - - 


Los Angeles 


Schenectady 


NBC IN MARYLAND 


50,000 WATTS 


eens 


new species of adman: the Senior 
V.P.? 


s Just last week, Lennen & New- 
ell, already graced by the presence 
of an executive v.p. (one Adolph 
Toigo), elevated three mere v.p.s 
to the eminence of senior v.p.s. 
Moving up higher were Hans Sau- 
er, Nick Keesely and Jackson Tay- 
lor). And Biow Ce. regards its 
Terence Clyne as a foine lad, push- 
ing him up from v.p. to senior. 

A quick study of the Standard 
Agency List indicates the title is 
comparatively rare—and therefore 
to be coveted. Out of the 3,000 or 
so agencies listed, not less than 13 
agencies have bestowed the ex- 
alted title. Among them, the 13 
agencies have 23 senior v.p.s. 

Leaders in the Senior Sweep- 
stakes to date are Lennen & New- 
ell, Young & Rubicam, Campbell- 
Ewald and Cecil & Presbrey, with 
three each. Benton & Bowles boasts 
two, as does McCann-Erickson. 
Tied with one apiece are Biow, J. 
Walter Thompson, Kenyon & Eck- 
hardt, Ruthrauff & Ryan, Albert 
Frank-Guenther Law and Winius- 
Prandon (St. Louis). The Joseph 
Katz Co. had two senior v.p.s until 
just recently, when one (Nat Wild- 
man) upped and joined the Emil 
Mogul Co. for a less lofty v.p. des- 
ignation. 


® The newness and comparative 
rarity of the title are bound to cre- 
ate some problems. Among them: 
who ranks whom? Does a senior 
v.p. pull precedence on an execu- 


tive v.p.—a title fairly ancient in 


the agency business. The picture 
is confused. 

For example, the Agency List 
shows McCann-Erickson’s senior 
v.p. named after the executive v.p. 
But Albert Frank-Guenther Law’s 
senior v.p. is listed ahead of the 
agency’s executive v.p. And Cecil 
& Presbrey louses the thing up for 
fair by listing a mere v.p ahead of 
its three senior v.p.s. So does Y&R, 
which shows its three seniors trail- 
ing an executive v.p. and a plain 
v.p. 


® The whole thing is so muddy 
it’s a pleasure to stumble on a 
listing like Strauchen & McKim, 
Cincinnati, which simply lists a 
senior partner and a junior part- 
ner. Or Hosler Advertising, Peoria, 
Ill., with its lst v.p. and 2nd v.p. 

The guy who licks the whole 
problem, though, is Garry Bub of 
the Stewart-Jordon Co., Philadel- 
phia. Mr. Bub is president, treas- 
urer, director of media, director of 
radio, director of TV, director of 
publicity and time and talent buy- 
er. His second in command is an 
executive v.p., true enough, but 
no senior v.p.s clutter up his list- 
ing. 


Ford Takes Another Bow 


Ford Motor Co., Detroit, which 
rated wide critical acclaim for its 
two-network 50th anniversary 
telecast on June 15, drew a statis- 
tical compliment on the two-hour 
program recently. The CBS-NBC 
show scored a Nielsen rating of 
70.7 or 16,494,000 homes—“the lar- 
gest audience for any show put on 
by a single sponsor,” according to 
Kenyon & Eckhardt. 


Goodyear Promotes Clements 


Fred P. Clements, on the chemi- 
cal division advertising staff, has 
been promoted to the industrial 
products division of the advertis- 
ing department of Goodyear Tire 
& Rubber Co., Akron, succeeding 
S. R. Harper, who has resigned. 
Mr. Clements will be succeeded by 
Irving N. Lanning. 


Caine Steel to Tilds & Cantz 


Caine Steel Co. of California, a 
subsidiary of Caine Steel Co., Chi- 
cago, has named Tilds & Cantz, 
Hollywood, to handle its advertis- 
ing. 
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Porter Appoints Jennings 


Daniel T. 
manager of General Outdoor Ad- 
vertising Corp. in Winston-Salem, 
N.C., has been named an associate 
of Robert F. Porter Advertising 
Agency, Winston-Salem. 


Coming 
Conventions 


| Dant Appoints Schmidt 


Jennings, previously | 


Rudolph H. Schmidt has been 
appointed metropolitan New York 
sales manager for Dant Distillery 
& Distributing Corp. Mr. Schmidt, 
who joined the Dant company in 


_March, was assistant metropolitan | 


AN\MA 


and 
Stop Motion 
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AT LOWEST PRICE 
IN TY HISTORY ! 
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*Indicates first listing in this column. 

Aug. 29-Sept. 3. Advertising Specialty 
'nstitute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail 
Assn. International, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-6. Tenth District, Advertising 
— of America, Corpus Christi, 

ex. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 


Advertising Service 
annual convention, 


|New York sales manager 


for. 
‘United Distillers of America. 


DMAA Issues Lists Guide 


The Direct Mail Advertising| 
Assn. has issued a new study, 
“How to Work with Mailing Lists.” | Blanchard-Nichols, San Francis- 
Copies at $5 each are available|co, magazine publishers’ repre- 
from the association at 381 Fourth | sentative, has moved its offices to 
Ave., New York 16. ‘the Sutter Bldg. 


- Gen, we 
into your TV spots at economy rates. 
Send in your Storyboards for quotes. 


FILMACK STUDIOS !323 SOUTH WABASH AVE., CHICAGO 


‘Blanchard-Nichols Moves 


5 BC oan er f Re Ar HKD 
Reet Pe ee en 


“A New Girculation Guarantee. 


© © With NO RATE INCREASE! » 


vention, Shoreham Hotel, Washington, ia F 
m ©. e 
Oct. 8-10. Life Insurance Advertisers 


Assn., 20th anniversary convention, Hotel 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of the 
Advertising Federation of America, Edge- 
water Beach Hotel, Chicago. 

*Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 7-8 Fifth District, Advertising 
Federation of America, Louisville, Ky. 


an peme Weed, eeeietien, ioe: NET PAID CIRCULATION 
. A 14% INCREASE OVER THE PRESENT GUARANTEE 


NIAA Prepares New Roster: 
History of Body Traced 


The National Industrial Adver- 
tisers Assn., New York, is mail- 
ing to members a new 96-page 
roster listing its 4,100 members. 
The-names appear alphabetically, 
by chapter and according to com- 
pany affiliation. Also contained in 
the roster is a four-page history of 
NIAA, prepared by G. D. Crain 
Jr., NIAA historian and publisher 
of ADVERTISING AGE, Industrial 
Marketing and Advertising Re- 
quirements. 

Other features are a listing of| 


past presidents, photographs of of-| 7 


ficers and committee chairmen, 


and a list of committee reer ag is 
The 8%x11” brochure with two-| 
color cover was prepared by the| | 
staff of Gene Wedereit, a former | 


NIAA president and advertising 
director of Girdler Corp. and Tube 
Turns Inc., Louisville. 


Two Name Miller Associates 


Masket Bros. Sportswear Inc., 

maker of women’s sportswear, and 
Monoson-Salzman Inc., manufac- 
turing furrier, both of New York, 
have appointed Miller Associates, 
New York, to handle their adver- 
tising. Previously, Morey, Humm 
& Johnstone, New York, had the 
Masket account. Monoson- Salz- 
man is a new advertiser. 


Neville & Bell Alters Name 
Neville & Bell, Philadelphia 
sency, has changed its name to 
Tilliiam H. H. Neville Co. James 

Gallagher has been elected a 
p. and copy chief. 
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Procter & Gamble 
to Buy Red Cross 
Site for Offices 


Cincinnati, July 22—Procter & 
Gamble Co. will construct a new 
headquarters here for its world- 
wide operations. 

The company has announced it 
will purchase the American Red 
Cross headquarters at 321 E. Sixth 
St. That property, along with 
the P&G owned Graydon Bldg. at 
Sixth & Sycamore Sts., and an 
adjacent parking lot on Sycamore, 
will be the site of the new struc- 
ture. 

The company refused to disclose 
the amount paid for the Red Cross 
property, nor did it say when it 
plans to break ground for the new 
structure. 


a The Red Cross will continue to 
occupy the buildings until its new 
headquarters at 8th & Sycamore 
Sts. are completed. The collection 
of red brick buildings to be razed 
by P&G are from 110 to 150 years 
old. In 1840 the buildings were 
sold to the Sisters of Notre Dame 
de Namur for use as a convent 
and school. 

The Sisters of Notre Dame oc- 
cupied the buildings until Sep- 
tember, 1945, when they leased the 
property to the Red Cross. The 
agency purchased the real estate 
in 1949. 

At present, P&G maintains its 
1,000-person general offices in the 
Gwynne Bldg., at Sixth & Main 
Sts. The company acquired the 
building in 1935 and occupies the 
entire 12 floors. 

P&G reputedly is the anonymous 
angel putting up the money to 
build new headquarters for the 
Red Cross. Neither organization 
showed any inclination to deny the 
report, but neither would they con- 
firm it when AA checked. 


Hubbell Heads Radio-TV 


Richard W. Hubbell, formerly 
television development officer for 
the U.S. State Department’s Voice 
of America, has been named to 
head the television and radio 
stations owned by Easton Publish- 
ing Co., publisher of the Express, 
Easton, Pa. The stations include 
WEEX, Easton FM outlet, an AM 
outlet in Allentown, Pa., which re- 
places WHOL, the CBS affiliate 
there, and a TV station under con- 
struction, WGLV, in Easton, which 
will operate at a rated power of 
5,000 watts. 


REACH YOUR 
CARLOAD CUSTOMERS 


. «+ the original equipment 
manufacturers of refrigeration 
and air conditioning equip- 
ment and appliances. 


who need parts, compo- 
nents, materials, your products, 
too, probably by the ton. 


... in whose plants Refrigerat- 
ing Engineering has larger 
circulation and deeper pene- 
tration. 


@ 


REFRIGERATING 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 


4115 Edwards Road 
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some Spots are better 


Reynolds to Hubbard-Antisdel | Calendar Clock to Bow Ostrander to Florists’ Group | Bonk Joins JWT Art Staff Hur 
Robert C. Reynolds, formerly as-| Lux Clock Mfg. Co., Waterbury,| J.P. Ostrander, formerly sales Robert T. Bonk, for the past two C 
sociated with Drott Mfg. Corp.,,Conn., this fall will use Good) manager of the marine and indus-| years an art director for Needham, fivi 
Milwaukee, has been appointed| Housekeeping and Ladies’ Home trial engine division of Packard | Louis & Brorby, Chicago, has been ie " 
manager of the new catalog! Journal to introduce its new Lux 'Motor Co., has been appointed named an_ art director in the hone 
department of Hubbard-Antisdel,| electric calendar clock. The clock general manager of the Florists’ | Chicago office of J. Walter Thomp- ti om 
Milwaukee, technical writing and| shows day, date and time and will| Telegraph Delivery Assn., New son Co. Dist 
art service firm. retail at $9.95. Edward Graceman | York. ” 
& Associates, Hartford, is handling | Carl Brown Names 4 V.P.s 
Hayden to ‘Children’s Times’ (the campaign. Richards Inc. Names Carl S. Brown Co., New York Sch 
Herbert E. Hayden, formerly na- T. Robert Garry has been ap-|agency, has elected four v.p.s. on 
tional advertising manager of| Finkel Associates Moves pointed assistant director of mer-| They are Frank S. Drake, account Tole 
Popular Photography, has been ap-| Richard Finkel & Associates,| chandising and sales promotion of | executive; Herbert D. Stott,, me- ng 4 
pointed advertising manager of|Seattle agency, has moved to|Fletcher D. Richards Inc., New dia director; Bernard J. Hanneken, Be 
Children’s Times, New York. larger quarters at 1810 7th Ave. | York. copy director, and Isabel M. Hart. - 
: 


Some people have to be blasted out of bed. 
But millions of Americans are up long after 
midnight, listening to Post-Midnight Radio. 


Post-Midnight Radio reaches a wide-awake 
audience, at a time when competition for 
attention is at a minimum. It will bring your 
sales message to myriads of new listeners, 
who cannot be reached at any other time. 


For the best spot, at the right time, at the right place 
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Hunter Heads Beam PR in Ohio | 


Col. Frank A. Hunter, formerly 
assistant director and chief of the 
division of purchases of the Ohio 
Department of Liquor Control, has 
een appointed Ohio public rela- 
tions director of James B. Beam 
Distilling Co., Chicago. 


Schultz to Benton & Bowles 
Burt Schultz, formerly with 
Owens-Corning Fiberglas 
Toledo, has joined the publicity 
and promotion staff of Benton & 


Corp., | 


Bowles, New York. 


Coal Assn. Boosts Cunningham 
James H. Cunningham, since 


Whitman Candies Will Get Their First 


1951, administrative assistant to National Newspaper Drive This Summer 


Ralph C. Mulligan, public relations 

director of the Bituminous Coal; PuiLapeLtpnia, July 21—Whit- 
Institute, Washington, has been man’s chocolates, sold for the past 
promoted to assistant p.r. director. 11] years, will get their first na- 
tionwide newspaper ad push late 
‘this summer, according to William 
parel retailer, has named Gerald a. Ragman, premenes and sales 4i- 
H. Keller Advertising Co., New| oe, y. Dh gence be 
York, to handle its advertising. Di- | >°": © compeny use 


Bert Green Names Keller 
Bert Green, New York men’s ap- 


| The ads will run in connection 
with gift-giving holidays but they 
will be preceded by a special ad 
promoting the whole Whitman 
line. This ad will appear in all 91 
newspapers as soon as first fall 
orders are shipped. 

Mr. Noonan said he expected 


rect mail and local media will be Newspapers in 69 markets through | newspaper advertising to “give us 


used. ,the Ward Wheelock Co. 


the opportunity to time our mes- 


DELIVER 13 MILLION 


IMPRESSIONS PER MONTH, AT THE 


than others 


From midnight to dawn, the five Radio 
stations represented by NBC Spot Sales 


LISTENER 


LOW COST OF 35 CENTS PER THOUSAND.* 


For eye-opening, hour-by-hour accounts of 
Post-Midnight Radio in New York, Cleveland, 


Chicago, Washington and 


call your NBC Spot Radio Salesman now. 


San Francisco, 


*Source: Special Nielsen Audience Study, Midnight to 6:00 AM 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Cleveland Washington San Francisco 
Los Angeles Charlotte* 


Atlanta* 


*Bomar Lowrance Associates 


representing 
RADIO STATIONS: 


WMAQ 
WTAM 
KNBC 


Chicago 
Cleveland 


San Francisco 


wac Washington 
WNBC New York 
representing 


TELEVISION STATIONS: 


KPTV 
NBC WRGB ss Schenectady- 
Albany-Troy 


Portland, Ore. 


WNBT New York 
WNBQ’) Chicago 
KNBH Los Angeles 
WPTZ Philadelphia 
WBZ-TV Boston 
WNBK Cleveland 
WNBW Washington 


sages with peak-demand periods 
and enable us to penetrate deeply 
all markets with big sales poten- 
tials and provide the strong mer- 
chandising support offered by local 
media. 


Dant Boosts Old Time Prices 
Dant Distillery & Distributing 
Corp., New York, will run a series 
of 12 cartoon ads recalling the Gay 
‘90s prices. Copy will stress the 


moderate price of Dant’s_ bot- 
tled-in-bond straight Kentucky 
Bourbon as bringing back the 


“good old days.” The year-round 
series of b&w 132-line ads will ap- 
pear in 68 newspapers covering 
metropolitan New York, Nassau 
and Suffolk counties, Long Island. 
Lambert & Feasley, New York, is 
the agency. 


KOMO.-TV Signs Hollingbery 
KOMO-TYV, Seattle, has appoint- 
ed George P. Hollingbery Co. its 
exclusive television representative. 
The station, operating on Channel 
4, will be the Seattle affiliate of 
National Broadcasting Co., and 


will go on the air Dec, 11. 


Stickia Around 


with KLEEN-STIK 


Every Day, in Every Way... 


... more and more people are finding new 
ways to add heavyweight sales punch with 
KLEEN-STI K streamers, posters, shelf strips, 
and other P. O. P. pieces. This miracle mois- 
tureless atickum is a boon to busy dealers— 
gets advertising = in a jiffy, and stays on the 
selling job indefinitely (but definitely!). If 
you're stuck with a point-of-sale problem on 
any product —you can solve it quick and slick 
with KLEEN-STIK! 


“Bumper Crop” for SAFETY 


The above sign, seen on thousands of auto 
bumpers in chicago, refers to people, not 
whiskey! Citizens ‘Traffic Safety Boardman 
JACK ‘TRIMBLE combined his talents with 
ADMIRALSCREENPRINT todevelop these 
“knock-out” ne Strips. Screened in black 
and DAY-GLO “Fire Orange’ on KLEEN- 
STIK 800-V heavy-duty stock, they stick 
closer than a bill collector through wind, rain, 
heat or cold, Real effective! 


A Salute to GENERAL MILLS... 


for their inspired premium pro- 
motion for youngsters — miniature 
License Plates attached to each box 
of *Wheaties.”” Only trouble was, 
many license plates sort of *‘disap- 
peared’’ from boxes on dealers’ 
shelves. To the rescue came JAC 
SCHWARTZ and FREDBUTKOVICH 
of General Mills with this handy 
K LEEN-STIK label, quickly and eas- 
ily attached to doonded packages b 
GM field men—thus enabling all 
young **Wheaties”’ fans to get their 
slates! Production was ably handled 


The Great ‘““What-is-it?” 

It’s hard to name this clever KLEEN-STIK 
jece designed by C. E. ANDERSON, Ad 
irector for CLUB ALUMINUM PROD- 


| UCTS—but it’s a honey! Fold it at the center 
and turn back the flanges, and you have a two- 


sided “‘stand-up’’ that catches eyes both ways 
on counter, shelf, or atop a Club Aluminum 
utensil. Or, cut it down the middle and make 
two handy stickers that are right at home on 
any smooth, hard surface. FASTAY PRINT- 
ERS, Chicago, did the slick printing job. 


Get acquainted with KLEEN-STIK 
through your regular printer or lit h- 
ographer — he'll furnish KLEEN- 
STIK pre-processed stock and crea- 
tive help, too. And for more ideas, 
join our free *“‘Iidea-of-the-Munth”’ 
Club—write today on your company 
letterhead! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, lil. 
Pioneers ja pressure sensitives for Advertising and Labeling 
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WHEN YOU WANT TO INFLUENCE MANAGEMENT § M 


consider these 


f TEE 8 eee Lee ser": oa 


ie During the first 6 months of 1953, advertisers and their a of ne 
| agencies placed... ee ee 4 


~ 
aie lef 
oe Sa) 
* 


; 654 more pages in Business Week than in any other 


, $i magazine measured by Publishers Information Bureau.* Ee : “a 
a ; 990 more pages in Business Week than in any other % _ 

3 oo general-business or news magazine. s .. 
4 More than half as many pages in Business Week than os a 

; ° ‘ f ss 3 

ee in the other four leading general-business and news ‘s is 


magazines combined. 


This record of advertising achievement is the result 
of Business Week’s consistent ability to deliver 
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‘ne 
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. “ae ee oy = 
Sa 


a your advertising to the men who initiate, specify and j 
ee : approve buying action... management men. Business 
& Week reaches more management men per advertising dollar J 
z than any other general, general-business or news magazine. 


« 
+ 
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*P.I. B. does not include trade, industrial or technical publications. 
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_ BUSINESS WEEK 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
Pa | -- A McGRAW-HILL PUBLICATION 
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T # MEN WITH YOUR ADVERTISING 
| facts: 
| TactS: 


Record of Advertising Pages—First 6 Months 1953 Total Advertising 


(Source: Publishers Information Bureau) B a ge Ss 


4 BUSINESS WEEK | 2,871 
4 SATURDAY EVENING POST | 2,217 
j LIFE | 2,117 
’ TIME | 1,881 
ft NEW YORKER | 1,855 
NEWSWEEK | 1,519 
iq U.S.NEWS & WORLD REPORT | 1,275 
FORTUNE 880 


< . 


In 1953, as in every year, to reach the men 
who initiate, specify and approve 
major corporate purchases cee : 
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YOU ADVERTISE IN BUSINESS WEEK WHEN YOU V/ANT TO INFLUENCE MANAGEMENT MEN. ‘ 
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Ahrens Purchases _ Davis Joins ‘Rock Products’ Time Inc. kromotes Three Heads International Division |Schenley Names Head, 2 Execs B 
e _ Reginald W. Davis, formerly as-| Ralph D. Paine Jr., publisher of| Ralph A. Vierno has been ap-| Edward S. Monohan, v.p. and | 
F rozen F. ood Age’ sociated with McGraw-Hill Pub- Fortune, and hernerd Sasnen, | pointed director of international director of Schenley Distillers Inc., | by 
lishing Co., New York, has been special projects director of Time | operations for Charles Antell Inc.,| New York, has been elected presi- fer 
NEw _Yor«, July 21—Ahrens appointed eastern manager of Inc., have been promoted to v.p.s.| Baltimore manufacturer of hair dent. Mr. Monohan succeeds Carl in 
Publishing Co. has purchased Froz-| Rock Products, published by Mac-| William G. Davis Jr., who joined and scalp preparations. Mr. Vierno| J. Keifer, retired. Joseph B. Don- eu 
en Food Age. |lean-Hunter Publishing Co., To-| the company in 1939, has been will develop distribution abroad| nelly, industrial relations director, TI 
The monthly, which bowed last | TOMto. promoted to assistant secretary. (through licensing and other ar-|and Edward Gusky, traffic direc- 
year, was owned by Frozen Food| | rangements. tor, have been elected v.p.s. Ey 
Age Publishing Co.. an affiliate of Bottler Appoints Agency ‘Park East' Names de Villers | 
Don Gussow Publications. It is| White Rock Bottlers, Los An-| Clarissa M. de Villers, editor of Free & Peters Moves Russell to Buchanan & Co. ne 
understood that Al Rosenfeld, as-| geles, has appointed the Los Promenade, will continue in that) The Atlanta office of Free & | Walter N. Russell, formerly with Le 
sociated with the publication since Angeles office of Roy S. Durstine capacity for the new Park East | Peters, radio-television represent-| Kastor, Farrell, Chesley & Clifford, no 
its inception as editor and general | Inc. for its new low-calorie Diet- | edition, to be published in October ative, has moved to the Glenn/has joined Buchanan & Co., New pu 
‘onic beverages. for Family Circle Inc., New York. Bidg. York, as an art director. vil 


manager, and who will continue in| 
that dual capacity, bought out the 
Gussow interest and then sold | 
control of the publication § to 
Ahrens. 

Don Nichols, president of | 
Ahrens, told AA that no immediate | 
rate changes are contemplated. The | 
magazine, he said, will place in-| 
creased emphasis upon peri Ph 


dising of frozen foods, especially 
at the retail level. 

Starting with the October issue, 
it will bear the sub-title, “The In- 
dustry Magazine of Marketing and 
Merchandising.” The October is- 
sue will also feature a completely 
new and easier-to-read typograph- 
ical makeup. 


# Purchase of the magazine, Mr. 
Nichols pointed out, “wil! prove 
an important adjunct to other 
Ahrens activities—Heotel Manage- 
ment, Restaurant Management, 
Hotel World Review, Restaurant 
Equipment Dealer, Travel Amer- 
ica Guide, Who’s Who Among Ho- 
tel Men, and the Ahrens book de- 
partment.” All of these, Mr. Nich- 
ols said, “have served increasingly 
important consumption outlets for 
frozen foods.” 

Business manager of FFA will 
be John C. Cadle, publication man- 
ager of Restaurant Equipment 
Dealer. 

Headquarters of the monthly 
have been moved to 71 Vander- 
bilt Ave., main office of Ahrens. 


Starts Roi-Tan Campaign 


American Tobacco Co., New 
York, has started a newspaper and 
television spot campaign asking 
cigar smokers to “Compare Roi- 
Tan with every cigar in the case.” 
Newspaper ads, running in 32 
newspapers in selected markets, 
stress the “light, silky wrapper” 
and the “workmanship” of Roi- 
Tan cigars. TV spots are running 
in 11 cities. Lawrence C. Gumbin- 
ner Advertising, New York, han- 
dles the account. 


Constantine Joins D-F-S 
Dorothy Constantine, formerly 
with Kenyon & Eckhardt, has 
joined Dancer-Fitzgerald-Sample, 
New York, as a copy supervisor. 
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‘Boys’ Life’ Hikes Guarantee 


| 


Boys’ Life, New York, published | 


increase its net paid circulation 
fuarantee from 750,000 to 850,000. 
There will be no rate increase. 


Evans Buys Florida Daily 


Schuyler A. Orvis Jr. and Ken- 
neth M. Hawks have sold the 
Leader, Lake Worth, Fla., after- 
noon daily, to Silliman Evans, 
<:" gpaea of the Tennessean, Nash- 
ville. 


Radio-TV Writer Loses Lawsuit as Judge 
fective natn ocouts of America, ef-| Rules He Had No Contractual Protection 


New York, July 21—A $475,000 
suit brought by a radio-TV writer 
alleging he was never paid for a 
combination of ideas used in the 
show “Double or Nothing” has 
been dismissed in New York coun- 
ty supreme court. 

The dismissal by Judge James 
B. M. McNally set aside a jury 
verdict of $10,000 against Camp- 


bell Soup Co. 
Originally brought in 1949 by 
Charles Carneval, the suit named 


In his opinion, Judge McNally 
said that Mr. Carneval could not 
win a recovery “as a matter of 
law on the unsolicited submission 
of an idea or combination of ideas, 
disclosed without a mutually ac- 
ceptable confidential relationship 


as defendants Campbell Soup, existent at the moment of disclos- 


Ward Wheelock Co., 
Broadcasting Co. and the William 


National | ure.” 


The judge declared that, for the 


Morris (talent) Agency. Mr. Car- plaintiff to succeed, “he must 
neval will appeal Judge McNally’s | 
ruling to the appellate division in 
September. 


prove independent creation of a 


new, novel or unique idea or com- 


‘bination of ideas reduced to con- 


5 Phe 
shag La 


25 


crete form, disclosed to the alleged 
user in the course of a confidential 
relationship; that is, he must have 
contractual protection against dis- 
closure, or its equivalent.” 

Mr. Carneval charged that his 
program ideas were used in “Dou- 
ble or Nothing” from 1949 to this 
past month. 


Flag Display Booklet Out 


The United States Flag Founda- 
tion, 370 First Ave., New York 10, 
has issued “So Proudly We Hail!” 
by Gridley Adams. The 84-page 
booklet contains basic information 
on the proper use of the flag, in- 
cluding its use in advertising. 
Copies may be obtained for 60¢ a 
copy; four copies, $2; 25 copies, $12, 
and 100 copies, $40. The library 
edition (board covers) sells for $2. 


Graphic Arts Group Exhibits 


The American Institute’ of 
Graphic Arts, New York, is hold- 
ing its 11th annual exhibition at 
the galleries of R. R. Donnelley & 
Sons, 350 E. 22nd St., Chicago. 
The’ exhibition will continue 
through August. 


choose 
AL RTOS, 


to pluck milady’s eyebrow? 


The tweezer of course. 
A light touch, 
a deft touch, 


is what is needed. 


Here at Poole Bros. 

we treat ad copy 

with all the deference 
due milady’s eyebrow... 
know that the difference 
between dash and hash 


is sometimes little more 

than the proverbial hair. 
Our craftsmanship 

in composition 

means lower final costs 
because of fewer revisions. 
You save time, too. 

So for ad composition 

call W Abash 2-6800. 
Agency Ad Composition... 
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Poole Bros. Inc. 
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| 1944. Also, he takes comfort from 
the fact that sales for the first five 
months of this year are 40% over 
those in 1952—the company’s best 
previous year. 

In the second place, Mr. Cohen 
has a theory: “Selling the consum- 


A Business Paper Success Story... 
Douglas Matches Consumer Ads with 


Trade Drive to Lead Furniture Field | 


Cuicaco, July 21—Approaches 
differ, but at least one furniture 
manufacturer is keeping its posi- | 
tion of leadership in its field by 
matching trade advertising against | 
the consumer campaigning of its) 
competitors. 

Douglas Furniture Corp., which. 
considers itself the country’s lead- 
ing manufacturer of tubular steel 
kitchen and dinette furniture, is 
now completing its tenth year of 


he says, “but not in the furniture 
increasingly heavy trade advertis- 
ing, with a schedule which now in- 
cludes ten journals. But its entire 
consumer schedule consists—so far 
—of four insertions per year in move. If a dealer doesn’t have our 
Good Housekeeping (whose seal of goods, he can easily switch the 
approval Douglas carries). customer to someone else’s line.” 
At a time when four-color “pre- | The moral: see to it that the 


uct where there are no distinctive 
emblems—only a gummed label 
which the dealers sometimes re- 


living magazines are de rigueur and the company has keyed its 
among home furnishings firms, this| whole sales approach to the idea 
might sound like risky policy for | of placing its line with more and 
a producer with 20,000 dealers to’ more dealers. 


| Satisfy. But Morton R. Cohen, v.p.| Roughly, the Douglas merchan- 


When you Remember and director of sales for Douglas, dising operation falls into three 
need WM. F. RUPERT ‘® definitely not alarmed. 'closely-coordinated parts: direct. 
RECENT Compiler of NATIONAL. selling, distribution and shipping 


BIRTH LISTS ExcLUsiveLy ® In the first place, he points to and advertising. 
fer over 55 years a 500% sales increase since the 


90 Fifth Ave., New York 11 ‘first Douglas trade insertion was 
OR 5-3523 


BIRTH 
LISTS 


. -s " aS s Jobbing plays a very small part 
placed in Retailing Daily back in| in the Douglas sales operation; 


er is good in the grocery business,” | 


‘field. It’s tough to earmark a prod- | 


sell” ads in the house, home and dealer does have Douglas goods— 


| 


| Jack Thompson 
about 95% of its sales are made by 
|its own salesmen. To help them, 
|'Douglas goes in heavily for prod- 
| uct development, and here also the 
| firm has a theory—Mr. Cohen calls 
it “the creating of design obsoles- 
cence.” 

“We know the public could use 
one of our table-and-chair sets for 
10 or 15 years,” he explains. “Our 
problem then is this: How can we, 
as the automotive people do, date 
our goods so the retail customers 
will want new ones before the o'd 
ones wear out?” 

With this in mind, Douglas 
works hard at bringing out new 
/models. Its latest Flamingo line, 


Morton R. Cohen 


ComerHing Migaine... 


Pt 


\ 


LIKE CAUFORNIA WITHOUT THE 


BILLION DOLLAR VALLEY OF THE BEES 


Look the situation over carefully in California! You'll find you can’t do a 
lion’s share of the business unless you sell the rich inland area — the Billion 


Dollar Valley of the Bees. There’s more buying power 


here than San 


Francisco and Oakland combined. So make sure your schedule includes the 


Valley’s favorite newspapers .. . the 


Mc CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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| for exarnple, features ultra-modern 


wrought iron design and “3-D” 
chair-seat and table-top patterns. 

In the shipping and distribution 
end of its operation, Douglas has 
also been busy laying lures for 
dealers. Aware that the trend is 
toward low inventories and less 
advance buying, Douglas has built 
16 warehouses in strategic places 
around the country, and continu- 
ally services them from its Chi- 
cago and Los Angeles plants. As a 
result, Mr. Cohen points out, the 
dealer gets goods quicker, and in 
many cases can handle the Doug- 
las line with only samples on his 
floor. 


® The company has also come up 
with a new construction (Doug- 
Lok) which saves the dealer at 
least a third on shipping charges 
by permitting chairs to be shipped 
disassembled. Douglas’ “gift wrap” 
package now holds four chairs in 
about the same space formerly 
used to carry two, says Mr. Cohen. 

Douglas further asserts that its 
chairs can be assembled from the 
package by the average housewife 
in a matter of minutes, and this 
leads to yet another appeal to deal- 
ers: the company is now suggest- 
ing that dealers by-pass their own 
assembly crews and deliver the 
factory-packed chairs right to the 
consumer, for a further saving on 
labor and delivery damages. 

Though Douglas has developed 
an active point of sale and direct 
mail program to plug these selling 
points, most of them are not 
pressed in its trade advertising, 
according to Jack Thompson, the 
firm’s advertising director. 

“We feel the readers know what 
our product is already,” he says. 
“Explaining it in detail is the 
salesman’s job.” 


ws Instead, the Douglas ad style 
features lots of illustration and lit- 
tle copy, in accordance with the 
ad department maxim, “Keep it 
short, but give it sock.” 

“All we want to tell the reader 
is (1) what: we make and (2) that 
we’re first in the field,” explains 
Mr. Thompson. “And we want him 
to get it in a glance.” 

What Douglas and its agency, 
Harvey Epstein Advertising, Chi- 
cago, do go after is position and 
space. In Retailing Daily the com- 
pany takes at least a page per 
week, always in the general news 
section at the front. In Chicago 
Market Daily, which comes out 
for two weeks twice a year during 
the furniture shows, Douglas has 
a permanent lease on the center 
spread. 

And for the rest of its trade 
schedule—Furniture Age, Furni- 
ture Digest,-Furniture Field, Fur- 
niture South, Furniture World, Na- 
tional Furniture Review, South- 
west Furniture News and Western 
Merchandiser—Douglas works on 
a page-per-issue basis. 


= The management at Douglas is 
by no means adamant about con- 
sumer advertising. In fact, it is 
planning now to expand in that 
area—to go after what it calls the 
“institutional plus-value”—now 
that it has the dealer organization 
to take advantage of it. 

But Mr. Cohen makes it clear 
that for any really aggressive sales 
drive, Douglas will continue to hit 
the dealers directly, through the 
trade press. 


Toso Joins Daniel Starch 


Peter Toso has been appointed 
a projects director of Daniel Starch 
& Staff, Mamaroneck, N. Y., re- 
search consultant. Mr. Toso’s re- 
sponsibilities will include new and 
continuing research on the effect of 
r.o.p. color on readership of news- 
paper ads. Stan M. Sargent is di- 
rector of the newspaper program. 


Angelo Returns to Agency 


Edwin J. Angelo, partner of An- 
gelo Advertising, Oklahoma City, 
has returned as business manager 

following military service. 
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What happened? 


us When Hammond Organ announced a 
“REVOLUTION IN MUSIC” in Coronet... 


Fifty thousand dollars 
oncumnenes Talecrsurn and Pome grsph Raat Combacdoms worth of organs were sold 
————— wesecor’* by one store alone! And, says 
wo goemcen Seett0e, New York's Liberty Music Shops, 
nae cant vont nono ho oly CSoperled ‘Rovvrdo “all directly traceable to the 
ronnie Ms Coronet advertisement!” 


MUSIC SHOPS. INC. ial 


meet) NEW YORK 22,.N 7 


450 MADISON AVENUE (at so st 


2 When Knox Gelatine told women 
through Coronet that they could 
“EAT AND REDUCE”... 


Fat figures 
was the result . . . response 
y , ne . figures, that is! 


E} When Lionel offered a catalog | mNOX Cae 
in an ad in Coronet... | 


‘Over 7300 requests enclosed 25¢ each!’ 


4 When Universal sold Jet-power 
Cleaning to Coronet’s 
millions of women... 


(WaivenEAL) 


The response 

to Universal Jet 99's 8-page 
section was ‘electrifying’! 
Another dramatic example of 
the rare opportunity to sel! by 
telling a product's whole story 
in detail — through advertising’s 
most amazing low-cost buy! 


5) When Coronet began to deliver 
the highest circulation in its 
history—at rates that make it 
the BIG buy in media... 


Coronet reaches -—and sells—more people for less money than any other medium you can buy today. 


Call our ad manager. See WHAT HAPPENS when your products meet America’s eagerest market in Coronet. 
More advertisers 


bought more space this past half 
in Coronet than ever before! Average net paid circulation 
frst six months 1953 over..... 
/ / 
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sketches with the minister’s per- promotion director, Mel Barker, at|Corp. got 5,000 “top” prospects. 


Alon the Media p th mission. 211 W. Wacker Dr., Chicago 6. About 110,596 lines of newspaper po 
| advertising were used to back 
g a i< The National Future Farmer, @ Reprints of a hosiery survey the promotion in 150 cities, and - 
4 ox 1180, Alexandria, Va., has sponsored by Lassiter Corp. and 468,791 people visited the model 
fone a gh: _ its sub- published in Department Store homes. 
is » young farm boys, cover-| Economist are now available. The Living ran an 18- 
nd as a Get tee pnd behead Boe pln — re ag gm background and in- | survey covers trends in the entire story = the house ce March 
- | let, o at Sales terests. ive-page mimeographed industry and its allied fields and issue and stores in e 
per nogge eae ggg ate to its| from a Military View! Copies are report on the survey results is was made by Research Inc., Phila- nity tied in post ‘aoe ~ 
re pr e — ers «08 fsatgpmcenn from the association free available upon request to Bill|delphia. Copies may be had from to approximate the magazine’s 
- sya aentyg~ te argon ame request. ‘Prince, the advertising meneteranie | mend New York office in the decorations in its story. 
y : Empire State Bldg. : 
— the psec tage went about | @ CBS Television has published @ The Chicago Sun-Times is mail-. r e@ Institutions Magazine used full 
— uae tex tse den eae > peroareege | by Pat age of re = a new cookbook designed @ The results of the Living for page ads in the New York Times ” 
: ritis or- for advertising people. It is called; Young Homemak National i i i 
“The Story Behind a Foreign onation made by Feliks Topolski. “Admen in th i a a a ae ices ee 
) | e Kitchen” and con- Homes Corp. promotio f the to herald i i ™ 
Story” and “The Story Behind a Mr. Topolski, famed for his work tains favorite reci i tel fabr pedo yeah tig tage adhere aay nl 
~ : , | , ecipes submitted by Monterey model refabricated si l tion t in i 
Story.” As in the first, dramatic|/during wartime, was commis- | many advertisin : ie oe 
rst, : , Bs be g and sales execu- house last March are ver leas-_ t i 
— of the i in action and sioned to make the artistic record tives. Illustrations are by George ing to the principals. Sere hen "The Genial eadohees its ~ 
captions convey the story. by the British Minister of Works, Lichty, the cartoonist. Copies are | 1,000 homes—$12,000,000 worth— | unprecedented use of large news- po 


A third booklet issued by the and CBS reproduces some of th i rg | : : : 
siublication is of particular interest Pp o ese |available from the newspaper’s|;were sold and National Homes paper insertions on the basis that 


to advertisers. It is called “A Brief a 
Guide to Advertising Reproduction 
in Business Week.” It goes into de- 
tail on the kind and quality of art 
work necessary to get best repro- 
duction on the magazine’s two-col- 
or web-fed presses. 


e Freedoms Foundation, Valley 
Forge, Pa., has awarded its certifi- 
cate of merii to “The Court of Last 
Resort,” founded by mystery writer 
and lawyer Erle Stanley Gardner 
and Argosy, which has been pub- 
lishing the series. The “court” at- 
tempts to review cases of criminal] 
conviction where there has been a 
miscarriage of justice and has 
helped to release prisoners who 
have been falsely :convicted of 
crimes. 


e The Philadelphia Bulletin has 
published its 1953 “Food & Gro- 
cery Trade Directory of the Phil- 
adelphia Area.” It covers 212 
pages and is the largest ever pub- 
lished by the paper. Copies are 
available from the newspaper’s na- 
tional advertising manager. 


e Motor has put out “Motor and 
the Automotive Market’ which 
follows the recommended publish- 
ers’ sales presentation outline of 
the National Industrial Advertis- 
ers Assn. Copies are available free 
from the magazine. 


e A front-page story of the Chi- 
cago Tribune July 8 called atten- 
tion to a 16-page dairy foods sup- 
plement in the paper carrying 
color ads for Bowman Dairy Co., 
Borden Co. and Central Ice Cream 
Co. The section also carried frac- 
tional b&w ads for other dairy 
products, totaling 23,000 lines 
along with the color ads. 


e The Northwest Daily Press 
Assn., Palace Bldg., Minneapolis 
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CoNSOLIDATED 


TAKES THE PULSE of the 
nation’s news. The beat means 
little —the count means much! 
...We read practically all daily 
and over 6000 weekly English 
language newspapers for per- 
sons and establishments whose 
names are a Blue Book of Who 
and What. Let us serve YOU. 


CONSOLIDATED 20545 cvscau 


431 SOUTH DEARBORN STREET, DEPT. 12 
ie CHICAGO S ILLINOIS 


170 FIFTH AVENUE NEW YORK 10 NW OFT 
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Advertising Age, July 27, 1953 


many of the ad readers would be 
potential subscribers and would 
be executives who influence or 
control purchases for institutions. 


e@ Department of New Laurels: 

In the first six months of 1953 
Business Week carried 2,869.07 
full-paid advertising pages as com- 
pared with 2,820.68 in the first six 
months of 1952. 

The July show issue of House- 
wares Review was the largest in 
its 61-year history. It carried 217 
pages of advertising, 34 more pages 
than last year or an 18% gain. 

Surveying and Mapping, the of- 
ficial quarterly publication of the 
American Congress on Surveying 
and Mapping, had an increase in 
advertising of 60% in the June is- 
sue over the March issue. The 


|magazine is restricted in distribu- 
| tion to members of the congress, 
who now number nearly 4,000. 

| Institutions Magazine had _ its 
best six months advertising linage 
‘in its history this year. The in- 
crease was 8.8% over 1952. 

American Aviation’s Oct. 26 is- 
sue on engineering and develop- 
ment will go to the largest circu- 
lation in its history—a total dis- 
tribution estimated at 42,000 
| copies. 

Aviation Age, a Conover-Mast 
publication, reports a record 275- 
page increase in advertising vol- 
ume for the first six months of 
1953 as compared with 1952. 

Advertising volume in the Aug- 
ust issue of American Girl is the 
highest in its 36-year history. Over 
41 pages were purchased by 89 ad- 


feet, Bre es ; aks en a Oia a gig 


vertisers, a 10% gain over 
previous high August, 1952. 
Today’s Secretary had a 17% 


increase in advertising revenue section 10% pages, both up over 


during the first six months of 1953 
over the same period in 1952. 
The July issue of Construction 
Methods & Equipment, a McGraw- 
Hill publication, carries 177 pages 
of display advertising, a new rec- 
ord for a single issue of the pub- 


lication. The issue was the fifth! 
Issue and) 


annual Maintenance 
featured a directory of mainte- 
nance manuals of 330 companies. 
Advertising volume for the first 
six months of 1953 is 135 pages 
over the same period last year. 
Parents’ Magazine’s September 
issue will carry about 91% pages 
of display advertising, 11 pages 


its|In addition, its metropolitan New 


York section will carry 1334 pages 
|of advertising and its Pacific Coast 


last year. 

| The July 15 issue of American 
Nurseryman is the largest it has 
jever published. It contains 196 
pages, 20 in full color. This is an 
increase of 36 pages over the 
largest previous issue. Advertising 
increased 26% over last year’s| 
same issue, and four-color adver- 
tising increased 28%. 


e On July 6, it was stated in this. 
column that The Packer, Second) 
and Delaware Sts., Kansas City 6, | 
had prepared a spot check survey 
on the fresh fruit and vegetable 
industry. Actually, the survey was 


more than the same issue last year. | limited to potato packaging. 


POWER ENGINEERING... 


Leader in Atomic Power Editorials oi 
eX 


Our editor, Andy Kramer, recently completed the 


AEC report on reaction release, 


of the Advisory Committee of AEC, Each month the 
pages of Power Engineering bring up to date edi- 
torials on this important subject, which is of vital 


interest to all power engineers. 


Power Engineering continues to build editorial 
acceptance through this kind of editorial coverage. 
Power Engineering believes in these 3 important 
ingredients . . . to build this acceptance. 


1. Timely Information The power engineer needs 


his own publication specializing 


problems. Because Power Engineering is edited 


by special request 


representative from the power field. 


in his day by day 


specifically for him, it must be up to the minute . . . 


to give real help. Our field edited policy guarantees 


this timely information. 


2. Direct Technical Treatment 


power engineers are the only readers, each article 
can be directly slanted to them, 
advantage of practical technical terms and formulae, 
which is the power engineer’s language. 


3, Editorial Leadership Power Engineering pioneered 
original articles on such advanced subjects as 

... electronic theory and application 

... the modern circuit breaker 


... atomic power 
... the gas turbine 


Editor Kramer was official business press representa- 
tive on the Bikini atom bomb tests and has recently 
won national recognition through his appointment 
to the Advisory Board on Technological Information 
of the Atomic Energy Commission . . . the only 


Because Power Engineering confines its circula- 
tion to power engineers who are responsible for 
the design, construction, management, operation 
and maintenance of power services . . 
GUARANTEE 100% COVERAGE OF READER 
INTEREST, 


important to cost conscious advertisers 


. we can 


You don’t have to buy surplus circulation directed 


to other plant operating men in order to reach the 


Because qualified 


and can take full 


unit cost. 


power engineer. Some industrial publications reach 
some of this power group, but in addition also 
cover other plant operating men, This is unnecessary 
if you use Power Engineering . . . because you buy 


only the circulation you need . . . at the lowest 


For more information about this low cost coverage, 
write to Technical Publishing Company, 110 South 
Dearborn St., Chicago, III. 


“Power Engineering is the only magazine exclusively 
. . ~ . s¢ 
edited for and circulated to . . . the power engineer, 


( POWER ENGINEERING 


Do you feel as though you'll 
never get out from under the 
sword? There probably are a 
lot of reasons for that feeling, 
but if it's production problems 
that are causing it you should 
contact Pontiac. We've had 
40 years experience in service 
to the advertising profession— 
and only Pontiac has six 
unified services all under one 
roof! We help dozens of busy 
advertising executives and 
production men every day and 
if you'll call or write we'd be 
glad to show you how we can 
help you get out from under. 
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in the dark about daytime television? 


How much do you really know 


about daytime television? 


Daytime now offers the greatest potential 
audience in television .. . it’s growing... 


and going to advertisers with foresight. 


Q. How big is the daytime TV audience? 


This past year, January to January, 
daytime viewing increased 31%. 

Right now, in the average daytime minute, 
4,100,000 homes have their television . 


sets turned on. With new set owners, with 
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new markets continually being added, 
with new viewers to win through better 


programming — the sky’s the limit. 


Q. How does the cost of daytime TV 


compare with night? 


Daytime television reaches its audience 
at one-third the average cost of 
evening TV. The average daytime show 
costs $12,711 (time and program); 

the average nighttime cost is $41,220. 


Q. What does daytime television 


offer the advertiser? 


First of all, it reaches larger audiences 
at the lowest cost. Daytime TV 


reaches as many women per set — 1.1 — 


during the day as at night. An audience of 


4,500,000 women are tuned in during’ 
the average daytime minute. It offers 
advertisers a unique opportunity 

to demonstrate products at a time when 


women are shopping conscious. 


Q. What is the biggest reason for 


the growth of daytime television? 
Better programming is the real secret. 
Programs such as Today, 


Ding Dong School, and the Kate Smith 
Hour prove that the right program 


will attract big audiences. Morning, night, 


or noon, women make time for the 


programs they really want to see. 


Q. What effect does new programming 


have on the audience? 
Until November 1952, all network 
programming was static and 
non-competitive in the 10:00-10:30 AM 


period. Sets-in-use increased a mere 


2°. in seven months. 


But, late in November NBC scheduled 
a bright new show called 
DING DONG SCHOOL. The effect was 


dramatic. In five short months sets-in-use 


imcreased 58‘: and the total audience 


for the period was nearly doubled... 


proving that a nation-wide audience was 


eager to see fresh new programming 
in the morning hours. NBC supplied 


it, and won the audience. 


Q. What kind of daytime shows 


appeal most to women? 
Consistently, dramatic serials and 


audience participations lead the way. 


3 of the top 4 daytime shows are serials. 


4 of the top 8 are audience participation. 


sources: Nielsen Television Index 
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What is NBC doing about daytime TV? 
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| NBC lights up the mornin 


Into the ideal pre-shopping time period, NBC concentrates 


three programs to attract new millions of viewers... 
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with 3 new shows 


GLAMOUR GIRL 10:30—11:00 am 


Television’s newest audience participation show — 
the magic of the beauty parlor transforming 

the woman next door into a “glamour girl.” 
Sure-fire housewife appeal. Natural format to star 
a beauty-aid product. It inherits an audience 

of 1,800,000 women viewers who regularly watch 
the last five minutes of Ding Dong School* 

(the segment directed to young mothers). 

Harry Babbitt, popular vocalist and night club star, 
is master of ceremonies. 


*source ... Nielsen National Reports—April-May 1953. 


HAWKINS FALLS 11:00—11:15 am 


A well established daytime dramatic serial — 
formerly in an afternoon spot with two years of 
successful selling for a national advertiser. 
Already outrating its competitor in 

the morning time period. (Trendex ) 


THE BENNETTS 11:15—11:30 am 


Back-to-back with Hawkins Falls, The Bennetts 
is a new dramatic serial originated by the 
“Chicago School of Television” — written and 
produced by the “Hawkins Falls” team. 


a service of Radio Corporation of America 


The Meaning 
To Advertisers 
Who Sell To Women 


“Glamour Girl,” 

“Hawkins Falls,” and 

“The Bennetts” are programs 
geared specifically for the 
woman’s market. Each show 
will provide its sponsor with 
values that assure advertising 
success...audience... 

sales effectiveness, and economy. 
A 15-minute segment of 
“Glamour Girl” for example, 
can identify your product to an 
available audience of women 
viewers for less than $10,000. 


Here is an unusual opportunity 
to capture new markets via 
mid-morning programs. Contact 
your NBC Representative for 
further information. 
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Volunteers Help FTC 
Survey Advertising 


(Continued from Page 2) 
groups in encouraging higher ad- 
vertising standards. 

Commissioner Stephen Spin-| 
garn, who sponsored this proposal, 
points out that FTC’s work in the 
advertising field is confined to 
only a small part of the industry’s 
problem. While the commission 
provides a floor for advertising 
ethics, everything that is done to 
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raise advertising above this floor 
has to be done by the industry it-| 
self. 

“Clearly there is a serious limi-| 
tation on what we can accom- 
plish,’ Commissioner Spingarn 
says, “but there is no reason why 
we should not join with the in-. 


dustry in an effort to encourage) 
practices which will contribute to 
public acceptance of all advertis-. 
ing.” 

Ads which are merely matters of | 
taste are completely outside FTC’s | 
jurisdiction. So are retailers—ex- | 
cept those in the District of Colum- | 
bia—whose activities are com-. 
pletely local, and are not consid-| 
ered “interstate commerce.” 


s FTC’s effectiveness is circum-| 
scribed by procedural as well as 
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Laws 


High income from manufacturing, food 
processing and diversified farming rate 
Sioux City and the 49 county Sioux City 
retail area ONE’ OF THE RICHEST 
MARKETS IN THE WORLD! Sell this 
great market potential with the domi- 
nating circulation of the Sioux City 
newspapers. 


The Sioux City Journal | 
JOURNAL- TRIBUNE | 


ADVERTISING 
DOLLARS 


Where they 


COUNT! 


| 


National Rep. Jann & Kelley, inc. 


| attention—because the court felt a 


| cease and desist orders which pre- 
/vent cigaret firms from boasting 


jurisdictional lin tations. | 

Over the years the concept of a. 
“business man’s court” which is-. 
sued a rough, binding justice was) 
tempered by a determination to. 


protect the innocent from arbi-| 
trary and capricious action. 
FTC must follow a legal ritual | 


as rigid as that of any ordinary | 


/court. Except for food, drug and. 


cosmetic cases—where an emer-| 
gency procedure is available to the | 
commission—the contested ad can-_ 
not be touched until the whole’ 


eomplicated machinery of the com-. 


‘mission and the courts runs its 


course. 

A mis-step by a commission rep- | 
resentative can delay a case for 
months, possibly years. Recently, 
for example, the commission cli-. 
maxed a half-dozen years of liti- 
gation by issuing an order which 
would have killed the famous 
brand name, “Carter’s Little Liver 
Pills,” because—according to FTC 
—the product has no therapeutic | 
value for the liver. 

When the case went to the) 
courts for review, it was tossed 
back to the commission for further 


hearing examiner had improperly 
ruled out certain evidence which 
Carter wanted to submit. 


s Or consider this type of a prob- 
lem: 

For nearly a decade, FTC had 
been involved in litigation over the | 
use of the “less irritating’ theme 
by most of the leading cigaret 
manufacturers. Since Chesterfield 
was not using this theme, it was 
the only major brand to escape 
FTC attention. 

Finally, the commission issued 


about “lack of irritation”—only to 
find that Chesterfield had also em- 
barked on a promotion along this 
line. 

While the commission has issued 
a complaint against Chesterfield, 
unless there is an amicable settle- 


Another Reason Why 


WPTFE is 


North Carolina's 


Number One 
Salesman 


1 WPTF 


50,000 watts 680 kc 


He's Got a Million 
Country Cousins! | 


“Nothin’ could be finer than to be in Carolina” 
. especially when WORTH WHITE stuffs 


day night . . 


| 
... On Satur- 


nickels in his “HILLBILLY JUKEBOX.” Country-style music 

the coin machines are playing get a quick intro and a fast spin 

from this folksy authority on crossroads rhythm. WORTH 

WHITE adds the real hoe-down touch to the team which | 
makes WPTF the Number One Salesman in North Carolina, 

the South's Number One State. 


North Carolina’s Number 1 Salesman | 


NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


FREE & PETER 


NATIONAL 
REPRESENTATIVE 


Advertising 1953 


COMMISSIONERS DECIDE—After the hearing examiner has listened to the evidence 
on both sides, he submits his report to the commission. If the party to the hearing 
appeals, the five commissioners meet as a “court of appeals’ ond decide to either 
adopt, reject or modify the findirgs of the examiner. Of the five commissioners in 
session in the above photo, taken about 18 months ago, only three are still on the 
commission. Commissioners Spingarn, Mason and Mead (the latter then chairman), 


from left to right, are still members of the c 


ission. Commissi W. A. Ayres 


(second from right) died in February, 1952, and Commissioner John Carson (right) 
was replaced last March by Edward Howrey, the new FTC chairman. 


ment the disputed claim—barred 
to its competitors—will be avail- 
able to Chesterfield for a substan- 
tial length of time. 


s FTC cases get bogged down be- 
cause of conflicting testimony. 

In 1944, for example, FTC held 
105 hearings, listened to 48 expert 
witnesses and accumulated 7,800 


pages of testimony and 523 ex- 


hibits on the effectiveness of Lis- 
terine antiseptic in fighting the 


common cold, dandruff and hali-'| 


tosis. 
In the end, the commissioners 


|had heard so many conflicting ex- | 
|pert opinions about the cause of 
the common cold and dandruff | 


that the majority agreed no public 
purpose would be served by any 
cease and desist order the com- 
missioners could agree on. Lister- 
ine had already agreed to elimi- 
nate certain themes which FTC 
considered particularly objection- 
able—so the remainder of the case 
was closed without prejudice. 


# Small firms have an equal op- 


portunity to convince the commis- | 


sion that a scientific controversy 
exists. Consider, for example, the 
commission’s handling of AD-X2: 
Late in 1949 it had agreed to deter- 
mine whether this so-called bat- 
tery additive prolonged the life 
of aged batteries, as its manufac- 
turer promised. 

But Jess M. Ritchie, the manu- 
facturer of the product, challenged 
the validity of two series of tests 
which were conducted by the Na- 
tional Bureau of Standards, the 
government’s top testing labora- 
tory. 

Four years after the issue came 
to its attention, FTC was still ne- 
gotiating with Mr. Ritchie. It had 


yet to issue a formal complaint, or | 


restrict his advertising in any way. 


# It is interesting to recall that 
advertising and similar deceptive 
practices—which provide roughly 
90% of the cases processed by the 
FTC staff—were not even men- 
tioned in the famous message 39 
years ago when President Wood- 
row Wilson told Congress of the 
need for “an interstate trade com- 
mission.” 

In his message, the President 
was occupied almost entirely with 


FTC decided false advertising was 
an unfair method of competition. 
_In 1919, when the courts had their 
first opportunity to pass on the 
legality of the great delegation of 
power which Congress had given 
the commission, the decision 
hinged on an advertising case. 

Sears, Roebuck & Co. had been 
accused of disseminating repre- 
sentations “which were false, mis- 
|leading and injurious to competi- 
tors.” Supporting the commission’s 
‘Tight to define false advertising as 
‘an unfair method of competition, 
the court declared, “the general 
idea of fraud and dishonesty is so 
well, widely and uniformly under- 
|stood that the commissioners, by 
_exercise of their common sense, 
|had the power to determine 
whether the act. complained of 
came within the statute.” 


s Another decade passed before 
the commission decided to concen- 
trate its advertising work in a 
special unit—long known as the 
division of radio and _ periodical 
advertising. (Within the past year, 
this unit was redesignated as the 
division of investigations, within 
the bureau of anti-deceptive prac- 
tices.) 

Despite its complicated legal 
process, FTC has effectively forced 
important changes in promotional 
techniques. In the mid-40s, for ex- 
ample, it cracked down on major 
fountain pen manufacturers for 
using such terms as “lifetime guar- 
antee”’ without including the facts 
about service charges and other 
limitations on the guarantee. 

One of FTC’s most important 
“crusades” was in the laxative 
field, where it forced marketers 
to use “disclaimers” warning the 
public of the dangers of appendi- 
citis. Another important campaign 
came during the vitamin craze, 
when FTC required advertisers to 
avoid scare copy which suggested 
that a normal diet lacks necessary 
vitamin content. 


® Other FTC actions forced paper 
book publishers to specify when 
the text has been abridged; re- 
quired soap and tooth paste firms 
to eliminate any promise of thera- 
peutic benefit, and ordered a ciga- 
ret manufacturer to avoid copy 
|themes which implied that his 


the need for an agency which) brand was endorsed by British no- 
could curb the restraints of trade} bility. 


which enabled the “trusts” to 
prise at the turn of the century. 
Nor was Congress thinking of 
the consuming public when it de- 
cided to move into unchartered 
territory and set up an independ- 
ent agency which would interpret 
and administer a group of laws 
regulating the relationships of 
business men with each other. 


s As adopted by Congress, the 
Federal Trade Commission Act 
said merely that “unfair methods 
of competition in commerce are 
hereby declared unlawful. 

“The commission is hereby em- 
powered and directed to prevent 
persons, partnerships or corpora- 
tions from using unfair meth- 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager ods of competition in commerce.” 


In one of its earliest sessions, 


Some of FTC’s cases have been 


‘smother free competitive enter- causes of concern. Commissioner 


| Lowell Mason once issued a dis- 
|sent warning that the commission 
|goes too far when it requires a 
drug manufacturer to list ailments 
his vitamin won’t cure. And many 
advertisers have been uneasy about 
the commission’s unbending atti- 
tude toward the word “free.” 

For nearly a decade, the com- 
mission has insisted that “free” is 
“free” only if the offer is available 
to all, without the performance of 
any service which inures to the 
benefit of the advertiser. 

A divided commission ruled that 
even the book clubs cannot use 
“free” to describe the bonus book 
which goes to individuals who join 
their ranks. While the book club 
decisions may stick, where dis- 
ciplinary measures are taken 
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SHORT COPY . . . best seller 


“Outdoor Advertising is important in keeping Jantzen tops in sales in_ retail 


stores all over the United States. It puts our message the right way — in the 


[Duce 


Bruce STURM 
Sales Promotion Manager 
JANTZEN KNITTING MILLS INC. 


right place — at the right time.” 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


A The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. * E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 
consumers ... CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADVERTISING CO. * VERMONT ADVERTISING CO. * STARK POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK CITY 22 
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against those who fail to comply 
with the club’s conditions, at least 
three—and possibly more—com- 
missioners now agree that “free” 
can be used, as long as the condi- 
tions are clearly specified. 


@ On the basis of its hundreds of 
cases, FTC had compiled a long list 
of common “deceptive practices,” 
filling Pages 113 to 118 of its an- 
nual report for 1952. Roughly, they 


STEIGERWALD 


MPANY 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctwe 
shapes, single or multi colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS 


110 Wo VAN BUREN, CHICAGO 7 + TAYLOR 9 540( 


break down along these general 
lines: 

1. False and misleading adver- 
tising or branding of commodities 
as to origin, composition, quality, 
condition or price. 

2. False and misleading adver- 
tising as to therapeutic effective- 
ness, safety in use, purity of in- 
gredients, or failure to reveal po- 
tential harmfulness of food, drugs, 
devices or cosmetics. 

3. Deceptive non-disclosure of 
material facts, such as foreign or- 
igin of products, flammability or 
other dangerous. characteristics; 
used or second-hand character of 
goods, and that goods simulating 
silk in appearance are actually 
composed of rayon. 

4. Misrepresenting business sta- 
tus, facilities or connections of sell- 
er. 

5. Passing off products as being 
those of a competitor, through 
simulation of trade names, labels 
or dress of goods. 

6. False disparagement of a 
competitor or his product. 

7. Lottery methods of sale. 


Ordinarily, FTC handles an ad- 
vertising problem along these 
lines: 

1. Where an ad has been set 
aside for investigation, FTC con- 
tacts the advertiser, generally by 
mail, and requests samples of the 
product and representative copies 
of all advertising. 

2. Other correspondence may 
follow. 

3. If FTC decides a_ violation 
exists, one of three things hap- 
pens: 

a. For matters involving no new 
principles and not unduly flagrant, 
the staff attempts an administra- 
tive settlement—an agreement by 
the advertiser to make changes in 


his copy. Under this procedure the | 


advertiser provides the commis- 
sion with copies of the revised ads. 
No publicity is involved. 

b. Stipulated settlement: Here 
the claims were considerably more 
controversial, but the advertiser 
is willing to settle without argu- 
ment. Under the stipulated settle- 
ment a formal agreement is signed, 
and the advertiser is required to 


NEW BUILDING—Franklin D. Roosevelt 
spoke at the cornerstone ceremony during 
the construction of FTC’s new headquarters 
building. Under FDR the FTC took on new 
importance as the protector of small busi- 
ness and consumers. With his blessing, Con- 
gress enacted the Robinson-Patman Act and 
the Wheeler-Lea Act. Despite FDR’s pro- 
fessed hostility, Congress also passed the 
Miller-Tydings Fair Trade Act. 


tow Fennies will help your 
Advertising Dollars 


Wy) 


Bay! 


Jou can Realty Roly on REILLY 


reproduction. 


the-mill electro. 


the final proof. 


for you. 


paint a finer sales picture! 


H te Is remarkable how much you can 
| / enhance the effectiveness of your adver- 
| tising dollars by the investment of a 
few extra pennies to assure excellent 


vhi Consider, for example, how Reilly 
has raised the standards of fine electro- 
| typing—at a cost of just a few pennies 
_ more than the most ordinary, run-of- 


First, we mold exclusively in 
Vinylite, to assure utmost fidelity of 
even the most minute detail. Then, by 
pressure casting in backing up the 
shell and by pulling a_ pre-finished 
proof, we get the most out of the fin- 
isher’s skilled craftsmanship. And no 
job can leave our plant until a special 
staff of pressmen inspect and approve 


In rotary printing, Reilly’s Centrif- 
ugal casting and patented makeready 
result in precision-perfect plates that 
are as famous as our flat electrotypes. 

All this extra care and rigid inspec- 
tion gives you unsurpassed quality of 
reproduction that makes every adver- 
tising dollar do a better selling job 


You can rely on it at Reilly. 


Efectrotype 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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provide proof of compliance with- 
in 60 days. The agreement is re- 
ported in the public notices of 
the commission. 

c. Where controversy exists, the 
commissioners issue and publicize 
a formal complaint. The adver- 
tiser’s answer is publicized, and 
public hearings are held before a 
hearing examiner. A decision ad- 
verse to the advertiser results in 
a cease and desist order. Violation 


| of an FTC order is punishable by 


fine of $5,000 for each violation. 


® Actually, the hearing procedure 
is a complicated routine. For op- 
erating purposes, the five FTC 
commissioners are completely 
“above the battle.” The proposal 
for a complaint originates in the 
commission staff; if the commis- 
sioners agree to issue the com- 
plaint, they appoint a hearing ex- 
aminer to take testimony—and 
they withdraw from the picture. 

At an FTC hearing, the examin- 
er is in the capacity of a judge. 
The FTC staff is the prosecutor. 
The accused provides defense 
counsel. Expert witnesses submit 
to cross-examination, exactly as 
they do in court. When the testi- 
mony is complete, the “prosecutor” 
and the “defense attorney” each 
submit a brief, outlining the type 
of decision they believe the exam- 
iner should reach. 

His report may be appealed to 
the five commissioners by the los- 
ing side. Sitting as a “court of ap- 
peals,”’ the commissioners consider 
the criticism of the examiner’s 
ruling. Again the “prosecutor” and 
“defense counsel” summarize their 
concept of the decision that should 
be issued. Finally the commission- 
ers act—by either adopting, re- 
jecting or modifying the findings 
of the examiner. 


® Once the commission acts, the 
“defense counsel” can appeal to 
the federal courts, which may sus- 
tain the commission, reverse it, or 
send the case back for further con- 
sideration, for the commission’s 
decisions must be supported by 
substantial evidence. 

By 1938, a more consumer- 
minded Congress had decided that 
FTC’s ritual was unfair to the 
public, particularly in cases in- 
volving foods, drugs and cosmetics. 

A special amendment to the FTC 
Act, sponsored by Sen. Burton K. 
Wheeler (D., Mont.) and Rep. 
Clarence Lea (R., Cal.), estab- 
lished something of a double stan- 
dard: 

While ordinary advertising mat- 
ter must be both false and mis- 


i 


Clarence Lea 


Burton Wheeler 


Co-authors of the Wheeler-Lea Act 


leading to run afoul of FTC, food, 
drug and cosmetic copy which is 
false in any material respect is 
specifically forbidden. 


® The distinction is not entirely 
a subtle one. As one veteran com- 
mission staff member put it: 
“Ivory Soap” is false, because the 
soap isn’t ivory. But it isn’t mis- 
leading. 

“If this were a food, drug or 
cosmetic, the term would be il- 
legal, even if no one was misled.” 

In ordinary false advertising 
situations—like the lipstick manu- 
facturer accused of misusing words 
like “non-smear”—FTC is relying 
increasingly on informal and vol- 
untary settlements to avoid self- 
defeating hearings. 

Two years ago, for example, 
FTC issued complaints against 
virtually every firm selling anti- 
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histamines. A basic agreement on| 
the kind of claims that could be’ 
made for the new drug was 
worked out through negotiation. 
All the complaints were settled 
through voluntary agreements. | 

Where controversial ads are 
spread through an industry—for 
example soil conditioners and 
chlorophyll—FTC also tries to 
work on an industrywide basis, 
with trade practice codes. 


® In the food, drug and cosmetic 
field, however, it has rediscovered 
the Wheeler-Lea Act. 

Forgotten, and unused for a doz-| 
en years, was a provision of this) 
law which authorized the commis- | 
sion to go to a federal court for an 
injunction to stop controversial 
food, drug and cosmetic copy 
where the public might be injured 
if the campaign continued during 
the long period of hearing and. 
court review. | 

Two years ago, FTC became dis- | 
gusted with its lack of progress | 
against several firms which were’ 
offering high-powered aspirin as 
relief for arthritis and assorted | 
other ills. 

It asked the courts to enjoin 
promotion of these products until | 
false advertising cases could be) 
concluded. Once the commission | 
obtained injunctions, some of the) 
firms were quick to settle on the 
commission’s terms. 


s The injunction technique was so| 
refreshingly productive, FTC de-| 


cided to try this weapon against 
Chesterfield’s “throat irritation” 
ads. 

It told the federal district court 
for the southern district of New 
York that tobacco is a “drug” ac- 
cording to official definitions; that 
Chesterfield’s competitors will be 
irreparably injured if its ads con- 
tinue during the ordinary time re- 
quired for formal hearings and re- 
ports. 


While the court tossed out the, 


Chesterfield injunction case on 
the grounds that cigarets aren’t 
drugs, and thus entitled to the 
emergency protection of the 
Wheeler-Lea Act, the case has 
made its mark. 

Many FTC people feel the time 
is approaching when the commis- 
sion must ask Congress to extend 
the injunction device to destruc- 
tive ad campaigns outside the 
food, drug and cosmetic field. 


(Next week: FTC, the friend of 
small business.) 


N. Y. Better Business Bureau 
Hits ‘Plug-In’ Air Vent Ads 


The Better Business Bureau of 
New York has criticized ads that 
“mislead New Yorkers into be- 
lieving that room air conditioners 
can just be stuck in a window and 
plugged into an existing wall sock- 
et.”” Hugh R. Jackson, bureau pres- 
ident, points out that “while it is 
true that home or office window- 
installed types, as against more 
complicated installations for large 
premises, are ‘plug-in’ devices, it 
is misleading for any dealer to ad- 
vertise that the customer can ‘just 
plug it in,’ or imply that no elec- 
trical alterations or circuit changes 
are necessary.” 

A bureau bulletin calls for a 
halt to ads which make such 
claims. 


Survey Services Bows 


Survey Services, a new west- 
ern market and opinion research 
consultant, has been opened with 
headquarters at 400 Montgomery 
St., San Francisco. The company 
is an affiliate of Field Research 
Co., established in 1945. James C. 
Campbell, operations manager of 
Field Research, has been named 
manager of the new company. 


Insurance Co. Names Agency 


Sterling Insurance Co., Chicago, 
has appointed Schoenfeld, Huber 
& Green, Chicago, to handle its ad- 
vertising. Newspapers, magazines, 
direct mail, radio and television 
will be used. 


Issues New Rate Card 


Installment Retailing, New York, 
publication of the National Assn. 
of House to House Installment 
Companies, with its September is- 
sue will use a new rate card. The 
card offers reduced rates for six- 
and 12-time users, and introduces 
a new nine-time rate. Also, the cost 
of cover space has been reduced. 
There will be three special issues 
a year—the September anniversary 
issue, the February trade show is- 
sue and a special summer mer- 
chandising issue. | 


Names Gramercy Advertising 


Universal Escapment Ltd. of. 
Switzerland, manufacturer of. 
shock absorbers for watches, has 
named Gramercy Advertising, New , 
York, to handle its advertising. | 
The manufacturer has sales and} 
advertising offices in New York. | 
Plans include national consumer | 
media and point of purchase pro- | 
motion to jewelry stores. 


| 


Meeker Adds Two Stations | 


Robert Meeker Associates, New 
York radio station representative, 
has added two stations. They are) 
WTAL, Tallahassee, Fla., and) 
WFMD, Frederick, Md. ! 


ee 


Things look good on WCBS-TV 


— 


Parliament Cigarettes 


for instance . ; 
6,015,625 times — 


“IS THERE ANY SEASONAL 


VARIATION 


PAPER READERSHIP ?” 


In order to determine the possible 
existence of aseasonal pattern in busi- 
ness paper readership, McGraw-Hill 
research analyzed Daniel Starch’s 
studies of one of our industrial pub- 
lications over a six-year period. Read- 
ership scores were “‘read most”’ per- 
cents based on an average of all rated 
one page, black-and-white, non-bleed 
ads. 

If season were a determining fac- 
tor in readership these six graphs 
would show recognizable seasonal 
trends. But the results—as charted 
—reveal that there is no high or low 
pattern of readership of business 
magazine advertising. In other words, 
reader traffic is dependent on reader 
interest—not upon certain months, 
or seasons, in the year. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


IN BUSINESS 


AVERAGE MONTHLY “READ MOST” READERSHIP SCORES 
Advertisements in Power for six years 1947-1952 
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INDEX: 100 = Average “Read Most” Per Cent for Each Year 1953 


This study is reported in our Research Department's Laboratory of Advertising 
Performance Data Sheet $5123. Data Sheet 45122 reports additional facts on the 
seasonal question. If you want facts regarding this or any other subjects related to 
business paper advertising performance and effectiveness, ask your McGraw-Hill man. 
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from 1,000 stores 


Dealers all over America recognize the power of the 


name “Country Gentleman’ at point-of-sale. 
Here is a fresh example: 


The magazine’s visual editor created a fabric de- 
sign. A manufacturer promptly produced it as the 
“Country Gentleman Fabric’...then the maga- 
zine’s editors planned to feature it in the April 


Country Living section. 


Management of the J. C. Penney coast-to-coast 


chain of more than 1,600 stores saw their sales 


A CURTIS PUBLICATION 


opportunity .. . bulletined store managers on pro- 


motion possibilities. 


Each Penney store manager has independent 
authority to take or reject any promotion. But ap- 
proximately 1,000 managers stocked the “Country 
Gentleman Fabric” . . . promoted it with window 
and interior displays ... advertised it in local news- 


papers. 


The Penney people were so happy with the results 
that they’re eager for more Country Gentleman 


promotions. 
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A Business Paper Success Story... 


Extensive Trade Campaign Builds 
Volume for Awning-Type Windows 


Ludman Spent $250,000 | 


Last Year to Promote 
‘ments in Chicago, Pittsburgh, St. 


Windows and Jalousies 


By Ben Schneider 

Miami, July 21—In a highly 
competitive area in an equally 
competitive field, a former travel- 
ing salesman has succeeded in 
building up a specialized industry 
without equal in the country. 

The story behind Ludman 
Corp.’s slogan, “Ludman Leads the 
World in Window Engineering,” 
is only three years old. 

Within this brief period, the 
company’s business has grown so 
large that sales offices have been 
established in New York, Wash- 
ington, St. Louis, San Francisco, 
Boston, Chicago, Atlanta and 
Houston. 

Ludman manufactures awning- 
type windows which are sold un- 
der the patented name of Auto- 
Lok and are made from either 
aluminum or wood. It also makes 
Windo Tite glass jalousies (a 
shutter with horizontal slats) for 
both doors and windows. 


= Max Hoffman, president of Lud- 
man, was once a traveling sales- 
man for a large metal company. 
He opened a small plant here 17 
years ago and started to make 
conventional windows. 

It seemed to Mr. Hoffman that 
builders were not taking advan- 
tage of Florida’s semi-tropical 
climate, and most of its sunlight 
and balmy breezes were lost in-| 
doors because of improper win- 
dows. 

After years of experimentation, 
Max Hoffman took a gamble and 
converted his 20-man factory to. 
the manufacture of awning-type | 
windows and jalousies. At the! 
same time he started a small ad- 
vertising campaign in a few build- 
ing trade journals. 

Last month, Mr. Ludman’s 300 
employes moved into a new $500,- 
000 plant, reputed to be the last 
word in modern plant design. 


s “We are selling a quality prod- 
uct,” Harry Weigle, director of 
advertising and sales promotion, 


says, “and truthfully it is higher 
priced than those manufactured 
by some 30 other firms in the area. | 
But, although we do a local selling | 
job, our goal is, and has been, the 
national markets.” | 

Mr. Weigle said that during the 
past year the company spent $250,-| 
000 in advertising, principally in| 
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53-59 E. IMinois St, Chicago 11, Hlinois & 
Phone. WHitehall 4.2930 


building trade publications. A new 
budget is now being drawn up to 
include Sunday newspaper supple- 


Louis, Los Angeles and San Fran- 
cisco. 

Ludman’s current trade schedule 
calls for ads in American Builder, 
American Lumberman, American 
School Board Journal, Architectur- 
al Forum, Architectural Record, 
Building Specialties, Building Sup- 
ply News, Church Property Ad- 
ministration, College & University 
Business, Home Maintenance & 
Improvement, Hospitals, House & 


energy — 


Advertising Age, July 27, 1953 | 
Home, Journal of the American In- - 
stitute of Architects, Modern Hos-| 
pital, Nation’s Schools, Practical 
Builder, Progressive Architecture 
and Southern Building Supply 
News. 
Ads will run also in the House & | 
Garden 1953 Book of Building and 
the House Beautiful 1953-54 Main- 
tenance & Building Manual. 
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= In addition to using Sunday 
supplements and building and 


These reports illustrate how 


trical Dealer keeps abreast 
dealer activities. Since the end 
World War ll we have made 


similar county surveys. In 
mazee County, Michigan, 


have interviewed the dealers 


eight consecutive years. 


architectural publications, Lud-. ican es 
man will also advertise this year DAs sind teres tao pres 
in American Home, Better Homes y pelea tate recee state emery Sent 
& Gardens, Good Housekeeping, — vey 
House Beautiful, House & Garden CS : prod 
and Living for Young Home- 9 Geneon npn = ie dunt 
makers. a the 
Until last month all Ludman ad- ~~ RE am ee” TIRES Santee tee wenmnee - 
vertising was prepared by Houck : he 
& Co., Miami. However, the com- AND STILL GROWING—Ludman Corp., Miami, which started out three years ago to . 3 ome 
pany has announced that Houck & build awning-type windows and jalousies in a small experimental plant, is now selling eien 
Co. will no longer handle the ac-| nationally and using ads like this in architecture and building publications. j witt 


} 


¢ 
* 
i t 
& 
« 


§ county surveys 


ft 
FF 
1 


Coming in October, 1953 


One of the most important reasons for making these county dealer studies was to get 
first-hand information on dealer practices and selling trends. Electrical Dealer editors 
spent 11 weeks in the field talking to dealers while these surveys were being made. 

What the editors learned, combined with the statistical information, is now being pre- 

pared in a series of articles that will be published in the October, 1953, Distribution Issue 


| 
/ 
of Electrical Dealer. 
| 
| 


Hy 


This issue will be of intense interest to dealers throughout the country because the articles 
will have a direct bearing on problems that are facing dealers everywhere. Reader interest 
in this Distribution Issue is certain to be high. Be sure your sales story is in the October, | 
1953, Distribution Issue of Electrical Dealer. | 
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count. A new agency hasn’t been 
designated as yet. 

Ludman distributes its windows 
through a distributor-dealer setup 
in key cities. Distributors, who 
must purchase carload lots of 
Auto-Lok windows, arrange ex- 
clusive dealerships within their 
states. The Window-Tite jalousies 
come in 299 stock sizes, and dis- 
tributors or dealers can order 
various parts in any quantity. 


® Shortly after taking over his) 


present post with Ludman last 
September, Mr. Weigle ran a sur- 
vey to determine the appeal of the 
product in the home building in- 
dustry. His findings showed that 
the wooden windows are favored 
by lumber dealers and builders; 
the aluminum is invariably rec- 
ommended by architects and en- 
gineers, and jalousies are popular 
with building specialty firms and 


salesmen. 

Mr. Weigle puts all the credit 
for Ludman’s success on Mr. Hoff- 
man’s shoulders. 

“Aside from turning out a supe- 


rior product,” Mr. Weigle said, “it | 
/was Mr. Hoffman’s foresight in 


bringing this to the attention of 
the building industry via the trade 


publications that turned a run-of- | 


the-mill plant into ‘the world’s 
largest manufacturer of awning 
windows and jalousies’.”’ 


Kislan Named Art Director 

Edward Kislan, formerly adver- 
tising manager of the Blackton 
Shops of New York, has been ap- 
pointed art director of Cassel Ad- 
vertising, New York. 


Huber Hoge Appoints Rubin 
Dan Rubin, formerly in the pro- 
motion and merchandising depart- 
ment of Fedway Stores, has joined 
Huber Hoge & Sons, New York. 


| WCCC, Hartford, Boosts 3 


Everett Seltzer, sales promotion 
| manager, has been promoted to ac- 
/count executive of WCCC, Hart- 
|ford. He succeeds Ronald Barrett, 
| who has taken a similar post with 
WEOL, Elyria, O. Bert Lacoe, pro- 
duction manager, has been pro- 
moted to program director, a new 
post. Terry Caruso has been pro- 
moted to traffic manager, succeed- 
ing Barbara Heintz, who has re- 
signed. 


Buys Western Lithograph 


Brown & Bigelow, St. Paul ad- 
vertising specialties company, has 
purchased Western Lithograph Co., 
Los Angeles, for an undisclosed 
sum. John L. Davidson, executive 
v.p. of Western, has been elected 
president. The company will con- 
tinue to operate as a separate cor- 
poration. Charles A. Ward, presi- 
dent and general manager of 
Brown & Bigelow, has been named 
chairman of the boards. 


Coast PR Bureau Expands 
The Public Relations Bureau of 


San Francisco has expanded its 


activities to include advertising, 
especially in the radio and tele- 
vision fields. The agency has 
moved to larger quarters in the 
Mills Bldg. Evelyn M. Wiggins, 
formerly with Harry Beall, Los 
Angeles, has been named advertis- 
ing consultant. 


Davis to John William Ross 

Nancy Livingston Davis, former- 
ly on the staff of the San Fran- 
cisco Advertising Club, has been 
appointed an account executive 
of John William Ross Advertising 
Agency, San Francisco. 


Morris Joins Dowd, Redfield 

Henry Morris, formerly general 
sales manager of the William 
Jameson Co. division, Distillers 
Corp.-Seagrams, has been elected 
a v.p. of Dowd, Redfield & Johns- 
tone, New York. 


Dealers were asked questions 


like these 


TV trade-in? 


Do you handle TV service? 
Is your TV trade-in business profitable? 


What was your 1952 sales volume? 

What were your 1952 unit sales by products? 

Are you making money on trade-ins? 

Do your salesmen canvass? 

Do you plan to continue your present lines? 

How much allowance do you give on average 


These are only a few of the questions asked. Two county 
surveys include studies on electric housewares. Each report 
includes some interesting dealer comments which indicate 


dealer attitude. 


give you... 


up-to-date 


facts about 


Appliance-Radio-TV 
dealer sales 


What are the facts about today’s appliance, radio, TV and 
electric housewares dealer business? What types of retail out- 
lets are getting the biggest percentage of the business? What is 
the dealer-thinking about changes in product lines? Who is 
getting the TV business? The electric housewares business? 
The room air conditioning business? 


Electrical Dealer Magazine representatives have interviewed 
every dealer in eight counties to get an up-to-date picture of 
the whole electrical appliance retail market. Questions were 
asked about appliances, radio, TV and electric housewares. 
Results of these surveys have been tabulated by counties, types 


of stores and product groups. 


Each of these county studies contains a wealth of information 
for sales, advertising and agency executives. It is the kind of 
information you will find helpful in your sales and advertising 


planning. For your copies of these reports, write or phone our | 
nearest sales office. The Haywood Publishing Co., 22 East | 


Huron St., Chicago 11, IIL 


ELECTRICAL DEALER 


THE APPLIANCE-RADIO-TV SALESMAGAZINE 


SALES OFFICES: 


CHICAGO 11, 

22 East Huron St 
WHitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 


CLEVELAND 15, 
1836 Euclid Ave. 
PRospect 1-0505 
John E. MacArthur 


New Yor«K 17, 

101 Park Ave. 
MuUrray Hill 3-0256 
J. H. Thomson 
William G. Dunn 


West Coast 
McDonald-Thompson 


San Francisco Seattle | 


Los Angeles Dallas 


} 
| 


Ekco Sets ‘Biggest’ 


Campaign with 18% 
Higher Ad Budget 


Cuicaco, July 21—Ekco Prod- 
ucts Co., housewares manufactur- 
er, has announced the biggest ad- 
vertising and promotion program 
in its history for the second half 
of 1953. 

The advertising budget for the 
period is well over $500,000, ap- 
proximately 18% higher than the 
corresponding period of 1952, ac- 
cording to Maurice B. Cossman, 
director of advertising. Scheduled 
are 391 ads in 102 publications. 

The new program provides for 
larger insertions, including spreads 
in five national magazines, and for 
continuation of Ekco’s heavy use 
of Sunday newspaper supplements. 
The magazines carrying spreads 
will be Better Homes & Gardens, 
Ladies’ Home Journal, Look, Sun- 
set Magazine and Today’s Wom- 
an. 
Other magazines scheduled to 
carry ads during the period are 
American Home, Ebony, Family 
Circle, Modern Bride and Wom- 
an’s Home Companion. 

Added to the newspaper list, for 
the first time, will be the First 3 
Markets Group consisting of the 
New York News, Chicago Tribune 
and Philadelphia Inquirer. Parade 
and This Week Magazine will con- 
tinue on the Ekco schedule. In ad- 
dition, Sunday newspapers in 20 
cities not reached by the syndi- 
cated supplements have been add- 
ed to the list. 

Dancer-Fitzgerald-Sample is the 
Ekco agency. 


OAI Poster Annual Ready 


Outdoor Advertising Inc., New 
York national sales representative 
for outdoor advertisers, has start- 
ed distribution of its 1952 poster 
annual containing reproductions of 
the “100 Best Posters of 1952” se- 
lected by a national jury at the 
21st national competition and ex- 
hibition of outdoor advertising art, 
held under auspices of the Art Di- 
rectors Club of Chicago. Included 
in the 1952 edition are color re- 
productions,of the first three grand 
award winners—Jell-O, Ralston 
Purina, and Atlantic Refining; an 
introductory section on elements of 
good poster art; a story of the evo- 
lution of the Jell-O poster in the 
office of Young & Rubicam, New 
York, and reproductions of award 
winners of the past 20 years. 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, III. 
New York Office: 55 West 42nd Street 
los Angeles Office: 127 Wilshire Blvd. 
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June Sales of Chain Stores 


-June——-——-—. %, Gain ———_—_6 Months—_-_———. % Gain 
1953 1952 or. Loss 1953 1952 or Loss 

Food Chains 
ME - shegesees eae $ 18,237,654 $ 17,167,758 + 6.2 $ 110,069.121 $§ 100,506,782 + 9.5 
Kroger Co. ........ 60,132,629 680,759,664 — 10 488,174,948 482,391,869 + 1.0 
National Tea ...... 30,509,668 +17.7 209,584,767 170,239,489 +23.1 

Group Total ...... $134,272,684 $128,437,290 + 4.5 $ 807,828,836 $ 753,137,140 + 7.3 
Mail Order 
"Sears, Roebuck .... 287,593,029 2,040,206 + 9.8 1,267,624,039 1,145,916,706 +10.6 
poe ak dita Oech 10,224,805 10,042,343 + 2.0 59,794,473 61,066,633 — 2.1 
*Montgomery Ward 92,803,993 92,345, + 05 428,112,233 434,301,124 — 14 

Group ....$390,621,827 $364,427,837 + 7.2 $1,755,530.745 $1,641,284,463 + 7.0 
Drug Chains 

i due shieiioes 4,347,986 4,280,390 + 1.6 26,345,476 25,961,815 + 1.5 
| re 14,565,066 14,503,033 + 0.4 86,800,643 €5,459,112 + 16 

Group Total ...... $ 18,913,052 $ 18,783,423 + 0.7 $ 113,146,119 $ 111,420,927 + 15 
Variety and Miscellaneous 
eAdam Hat Stores .. 6 997,810 — 0.1 6,305,585 7, — 0.7 
©Beck, A.S. Shoe Corp. 4,598,125 4,512,722 + 19 23,621,909 23,233,281 + 1.7 
NS TOS ccccccce 715, 6,088,273 +10.3 40,068,477 837,235 + 88 
DG WE, socdeces 10,297,186 8,479,739 +21.4 57,265,573 51,674,695 +108 
Consolidated Retail 

Pa 7,985 2,031,596 — 4.1 13,567,670 14,238,389 — 4.7 
‘Diana Stores Corp. .. 2,411,424 2,236,409 + 7.8 29,211,868 27,933,316 + 46 
Edison Bros. ...... 312,793 6,695,626 + 9.2 40,286,738 39,009,280 + 3.3 
Fishman, M. H. .... 38, 1,026,548 +10.9 5,428,0 5,105,135 + 6.3 
aaa 25,451,089 21,971,486 +415.8 122,239,027 112,161,857 + 9.0 
Green, H. L. .... 8,726,580 7,996,917 + 9.1 40,005,54 238,472 + 2.0 
‘Interstate Dept. Sto:es 5,317,801 5,073,480 + 4.8 24,986,869 24,459,490 + 2.2 
Kinney, G 0. .. 3,998,000 3,697,000 + 8.1 19,203,000 18,691,000 + 2.7 
oi St Se 26,142,067 22,966,551 +13.8 144,170,385 137,683,701 + 4.7 
tS YP Saar 12,807,517 12,406,521 + 3.2 73,967,466 75,884,274 — 2.5 
Lane Bryant, Inc 5,541,60 837, +14.6 31,867,619 28,103,482 +13.4 
DT cheese tas 4s 12,797,636 12,991,235 — 1.5 59,703,975 60,293,880 — 0.9 
ee 8,627,262 8,305, + 3.9 45,427,863 45,711,721 + 0.6 
McLellan Stores .... 4,781,274 4,462,758 + 7.1 22,190,926 21,982,372 + 1.0 
Mercantile Stores, 

RES Sy eerrorr 10,113,000 9,589,000 + 51 48,894,000 46,890,000 + 4.3 
Miller-Wohl Co. 3,045,817 2,877,414 + 6.2 34,559,422 33,098,972 + 4.4 

“~ er 15,661, 14,283,753 + 9.8 $1,582,890 79,139,032 + 3.1 

Neisner Bros. ...... 5,372, 4,795,964 +12.0 28,677,901 26,442,260 + 8.5 

, & bd. 1c BBE 612,500,209 + 29 588,128 70,268,142 + 19 

Penney, J. C. ...... 92,027,045 83,449.818 +10.2 467,929,189 444,448,145 + 5.2 

Homa ae of America 5,426,361 4,978,230 + 9.0 27,726,566 25,898,209 + 7.1 
erc ros. 

SO sesics.ss. SOO 1,677,214 —18.5 5,537,580 5,798,935 — 4.5 
Western Auto ...... 17,946,000 15,997,000 +12.2 $5,576,000 74,185,000 +15.4 
Woolworth, F. W. ... 53,699,797 51,428,279 + 4.2 306,675,854 306,116,018 + 0.2 
White's Auto Stores .. 2,250,779 2,703,155 —16.7 10,225,351 10,463,917 — 2.0 

Group Total ...... $369,415,921 $341,066,367 + 8.3 $1,968,491,410 $1.891,337,264 +4 4.1 

Combined Tota! . .$913,223,484 $852,714,917 + 7.1 $4,644,997,110 $4,397,179,794 + 5.6 
“Four weeks and 24 weeks. °Five month period. ‘Four weeks and 26 weeks. ‘Eleven month period. 


*Four month period. 


‘Yale & Towne Promotes Two 


; | 
2§ Newcome C. Baker, manager of 
Foreign Language Division © 1 | special sales promotion of the ma- 
>» 28 terials handling division, Yale & 
oo <0 | Towne Mfg. Co., Philadelphia, has 
| lan Oss | been promoted to advertising man- 
Y Languages ond Dialects 2.) ager of the division. Carleton P. 
av won.o’s ronewost voerven-/4 28 | Adams, advertising manager, has 
LANGUAGE TYPOGRAPHIC SeAviCE! =@E | heen promoted to sales promotion 


and publicity manager. 


Now Available 
FREE 


1953 


MARKET DATA ON 


Vending, the fastest-growing force in 
product sales, offers new sales outlets to 
hundreds of different products. 


GET FULL FACTS ON THE MULTI-BILLION DOLLAR VENDING !NDUSTRY. 


B 


WRITE: 


PLANNING SESSION—Standard Register Co. executives inspect the latest addition 
to the company’s series of four-color mailing pieces featuring its printed business 
forms and office mochines of other manufacturers. They are M. A. Spayd, president 
(seated); J. E. Romig, advertising manager (left), and Paul R. Honn, ad department 
member. 


Mail Campaign Featuring Product in Use 
Boosts Sales for Business Form Prinier 


DayTon, July 22—A cooperative|The reverse side was devoted to 
direct mail campaign has enabled single-color art and copy on ad- 
a printer of business forms to boost} vantages of continuous forms and 
its sales through salesmen of office accompanying feeding devices. In 
machines with which the forms are | each case, copy and art were 
used. /slanted toward application on the 

M. A. Spayd, president of Stan- specific machine involved. 
dard Register Co., the printing) Initial press runs were 10,000 
partner in the co-op effort, this, Copies of each of the mailing 
week said sales of marginally | Pieces. Costs ran about $1,000 for 
punched, continuous business | each of the 16 letters in the series. 
forms are in their biggest year. The letters were distributed to 
The cooperative program, he said, @d4ministrative, advertising and 
“has carried at least its share of Sales executives of the firms man- 
the load.” |ufacturing the machines. Personal 


The company was started 41) 
years ago with production of sales 
books similar to those used by re- | @ 
tail store clerks. However, as key 
operated accounting machines, 
electric typewriters and addressing 
machines came into common use, 
its business shifted largely to pro- 
duction of specialized forms used | 
with the machines. This meant 
that Standard Register’s business 
was closely tied to that of manu- 
facturers like Royal, Underwood, | 
IBM, etc. 


mente ee uereey 


StGisTeATOR PLave® 


@ Early this year, Paul R. Honn| 
of Standard Register’s ad depart-| 
ment devised the prestige mail 
campaign to link the company’s 
product with office machines. Six- 
teen mailing pieces, each pictur- 
ing a different machine in five col- | 
ors, were lithographed on heavy | IBM & 
81x11” stock. 
Copy accompanying each picture | 
-merely coupled the name of the 
machine and Standard Register. 


ee 


DALI--One of Standard Register 
Co.'s mailing pieces featuring its printed 
forms and various business machines, this 


color photo shows a pastel blue IBM elec- 
tric typewriter against a Salvador Dali 


| 
| 
| tapestry. 


|presentation to customers and 
| prospects also were made by Stan- 
dard Register’s 400-man sales staff. 
(The company sells to each busi- 
ness form user only after making a 
study of its office “flow” schedule 
and recommending specific types 
of forms. Its presentations include 
applicable copies of the new col- 
or series.) 


ws Mr. Spayd said that within a 
matter of weeks, response to the 
campaign established it as one of 
the most successful undertaken by 
the company. Nearly all of the ma- 
chine manufacturers wanted extra 
copies of the mailing pieces for 
distribution and display by their 
own sales forces. 

As a direct result of the cam- 
paign, meetings were held at dis- 
trict and regional offices between 
Standard Register and office 
equipment salesmen to discuss ap- 
plication of Standard Register’s 
products and sales techniques. 

An indication of the success of 
the co-op program are Standard 
Register’s plans for continuing it. 
Promotion pieces for 16 more ma- 
chines were prepared by the end 
of May and preparations are being 
made to bring the total to 40. 


# Other aspects of Standard Reg- 
ister’s ad program include business 
paper and management magazine 
campaigns and direct mail. It 
places pages in American Business, 
Business Week, Controller, Man- 
agement Methods, Newsweek, Pur- 
chasing and Time. Standard Regis- 
ter’s agency is Geyer Advertising, 
Dayton. 

Mail campaigns are directed to 
65,000 management heads, tabulat- 
ing and accounting supervisors and 
are spearheaded by Standard Reg- 
ister’s external publication, “PS” 
(for paperwork simplicification). 

These campaigns last month won 
for the company the 1952-53 NIAA 
| “Toppers” award in the large bud- 
| get classification for “improving or 
expanding company name accep- 
| tance.” 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 
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 DOUBLE-RoasTeD © 
FOR MORE FLAVOR 


NEW THRILL—Iced coffee that “won't thin 
out’ promises a new thrill in the first of 
a series of ads for Medaglia d’Oro coffee 
division of S. A. Schonbrunn Co., New 
York. The campaign, running through Au- 
gust, is using newspapers, television and 
cor cards. Kiesewetter, Baker, Hagedorn & 
Smith, New York, is the agency. 


Florida Commission 
Photo Murals Enter 
Store Display Field 


LAKELAND, FLA., July 21—Bol- 
stered by a record $1,000,000 per 
year budget for the next two years 
(AA, June 29), the Florida State 
Advertising Commission is now 
adding store displays to its present 
promotional schedule of newspa- 
per and magazine advertising, 
booklets and direct mail programs. 

At a meeting of retail executives 
here, Richard D. Pope, vice-chair- 
man of the commission, announced 
a new program of providing full- 
color photographic murals for use 
as background material in displays 
by department stores and specialty 
shops featuring vacations and 
cruises, sportswear, luggage and 
cameras. 


a Cooperation of large segments 
of retail business of the principal 
eastern and midwestern cities has 
been lined up for the Florida pro- 
gram, Mr. Pope declared. 

As an example, he cited a Flor- 
ida display week to be sponsored 
by Fifth Ave. merchants this fall 
for the opening of the winter re- 
sort and cruise wear season. Some 
of the murals used in this promo- 
tion, he said, will be scenes from 
Metro-Goldwyn-Mayer’s new Es- 
ther Williams splash, “Easy to 
Love,” which is laid at Cypress 
Gardens, Fla. 


Pittsburgh ‘TV Guide’ to Bow 


TV Guide will begin publication 
of its new Pittsburgh and Tri-State 
edition July 31. This will be the 
15th edition in the TV Guide net- 
work. The new edition results from 
an agreement between Triangle 
Publications and Television News 
Inc., publisher of TV Digest in 
Pittsburgh. William F. Adler, edi- 
tor and publisher of TV Digest, 
will continue in that position. 


Oswald to Tel Ra Productions 


Carl P. Oswald, formerly asso- 
ciated with Philco Corp., Phila- 
delphia, has been named sales 
promotion manager of Tel Ra Pro- 
ductions, Philadelphia producer of 
“Telesports Digest.” Tel Ra Pro- 
ductions will act as exclusive sales 
agent for all its TV film sports 
programs, having ended its sales 
representative agreement with 
United Artists Corp. 


Doremus Adds Four Directors 


Doremus & Co., New York, has 
added four to its board of direc- 
tors. They are Charles C. Greene, 


v.p. in charge of the Chicago of-| 


fice; Louis W. Munro and George 
A. Erickson, both v.p.s in the New 
York office, and William T. Ket- 


cham, associated with Davis, Polk, | 
Wardwell, Sunderland & Kiendl, 


New York law firm. 


Good Sports are Good Spenders .. . 
especially in Detroit 


The place: Briggs Stadium, Detroit. 


The occasion: Last-place Detroit Tigers vs. 
Cleveland 


The time: A weekday night 
The temperature: Over 90° 
The attendance: 50,553 


A first-place crowd watching a last-place team 
causes no great hullabaloo in Detroit. Even when its 
team is 28 games behind, the SRO sign amazes 
nobody, except non-Detroiters! 


Detroit is the home-town of America’s best 
sports-lovers. Baseball, football, hockey, races .. . 


all draw their huge crowds from the largest industrial 
work force in Detroit history, whose paychecks today 
average over $92 weekly. 


Good sports are good spenders. Detroit’s 4-bil- 
lion-dollar annual retail sales is best proof of it. The 
effective, economical way for sellers to reach them 
en masse is through The Detroit News. 


Because The News provides Detroiters with the 
most complete sports and general news coverage, it 
has the greatest circulation—weekdays and Sundays 
—of all Michigan newspapers. Advertisers, as a result, 
spend more money with The News than with both 
other Detroit newspapers combined. 


450,054 Weekdays 552,238 Sundays ABC March 31, 1953 


The Detroit News 


THE HOME 


NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 


Western Offices: JOHN E, LUTZ CO., Tribune Tower, Chicogo 
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This is New York! A hundred different markets in one ...a huge, 
complex pattern of sales areas, some better for macaroni, 
others for matzoths and still others for saverkraut. 

One basic requisite for the success of any sales operation 


in New York is thorough knowledge of the market. Section by section, displays and secure the most valua 
block by block, the Journal-American’s giant Sales Control Manual provides interest non-stocking retailers; report) 
you with the necessary localized working data that lead to volume sales. and other helpful information. 

Part one ... desk top Sales Control ... is by far the most valuable Part two... the extra sales pres 
guide to sales planning and efficient coverage of the New York area. backs your consumer pre-selling wit 
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‘get as much cooperation as possible The trends to self-service and automatic shopping demand that 
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sy barrage of P-O-P merchandising. In New York, truly a market of millions, the Journal- 
‘+ trained staff of field men will build American reaches far more families than the two other home- 
ble shelf positions for your product; going papers ... 123,000 more than the second; 265,000 more than the third. 
“on brand popularity, dealer attitudes Why not take advantage of the most powerful program for sales 
r ever offered in America’s richest market? The combination of a well- 
sure of effective P-O-P merchandising coordinated campaign in the Journal-American and a sound merchandising 
1 aggressive dealer pre-selling. effort gives you New York’s only complete, most successful sales package. 
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You Ouglt toKnow « « Ogden Reid 


If you are an American in Paris, 
the first thing you look for on 
arising is a copy of the Européan 
edition of the New York Herald 
Tribune. It contains not only re- 
ports from Washington, Paris and 
other European capitals, but also 
the closing prices on the New York 
Stock Exchange and even the ma- 
jor league baseball results. 

The director of this unique and 
highly successful enterprise is a 
handsome young American news- 
paper man, Ogden Rogers Reid, 
son of the late Ogden Reid and 
Mrs. Helen Rogers Reid, head of 
the New York Herald Tribune. On- 
ly 28, Brownie, as he is known to 
his friends, has the poise of a 
seasoned veteran. His training for 
a newspaper career began at 12, 
when he wore a press photogra- 


ST oN cas id 
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? 
Ogden Reid 


\ 


pher’s badge and actually snapped 
some pictures that were published 
in the H-T. 


He was graduated at Yale 1949 
—his education was interrupted 
during the war when he was a 
first lieutenant with the 11th Air- | 
borne in the Pacific—and started 
to learn the details of metropolitan | 
journalism by taking a job in the! 
mail and multigraph department. | 
Then he moved on to the reportor- | 
ial staff, handling local and gener- | 
al news, and later joining the 
Washington bureau. 

He collaborated on two syndi-, 
cated features that attracted wide 
attention—“The Score on U. S. De-| 
fense,” with Robert Bird, and “The, 
Threat of Red Sabotage,” with 
Fendall Yerxa, now city editor of 
the Herald Tribune. These added 
to his background for work in the’ 
international field. | 

After this editorial activity, he’ 
worked in other departments of 
the newspaper to familiarize him-| 
self with management problems in 
advertising, circulation, merchan- 
dising, accounting and production. | 
This experience was especially | 


(ADVERTISEMENT ) 


Remington Rand V. P. 


B. F. Anderson has been appointed 
vice president in charge of all domes- 
tic production operations of Remington 
Rand Inc., New York City. He is one 
of 458,345 daily Wall Street Journal 
readers from coast-to-coast. To reach | 
men who are stepping up in business, | 
advertise in America’s Only National | 
Business Daily. What an advertising | 
medium! 


helpful in his direction of the Eur- 
opean edition, a post he assumed 
last April. 

This newspaper is unique in that 
it is the only foreign edition of a 
daily journal that is housed, edited, 
produced and distributed in anoth- 
er country. It has a staff of 320, 
the majority of whom are French. 
Its building at 21 rue de Berri, 
just off the Champs Elysee, con- 
tains complete printing facilities, 
including modern Scott presses. It 
also provides office space for such 
American enterprises as Associ- 
ated Press, American Broadcasting 


Co. and Columbia Broadcasting 
System, etc. 


® The European edition sells for 
30 French francs, the equivalent of | 
'8¢, with prices in other countries 
at the same level. The average is- 
sue consists of eight pages, so that 
circulation produces a profit. How- 
ever, while much of the distribu- 


P.P., the syndicate which supplies 
practically all of the newsstands 
in the country, the H-T arranges 
for same-day sale in most of the 
30 countries and 1,800 cities where 
it is distributed. 

For example, a plane leaves Le 
Bourget airfield at 1:45 a.m. daily, 


‘tourists in Europe, but also U. S. 


tion in France is handled by N.M.-| government and military person- 


London at 4 a.m., so that the paper | 
is on sale at London hotels and 
newsstands before breakfast. | 
(Most newspapers printed in the 
U. S. and flown to Europe are on. 
sale two days after publication.) | 

The European edition distrib- | 
utes 60,000 copies. It is read by not. 
only American busiuess men and) 


nel, plus key government and bus- 
iness executives in the principal 
European countries. As Ogden) 
Reid points out, men at this level | 
almost invariably read English 
with no difficulty. 


= The newspaper has had a great 


arriving at Croydon airdrome in 


increase in advertising volume, go- 


rs ee 


ing from 277,944 lines in 1946 to 
995,699 lines in 1953. Many Amer- 
ican companies are represented, 
besides a substantial volume of 
European business, including auto- 
mobiles, airlines, hotels, invest- 
ment services, etc. The advertising 
department is headed by M. Tal- 
lin as ad director. He has a staff 
of 38, of whom 27 are Parisians. 
The paper has been successful 
in publishing special supplements, 
printed in tabloid size, which fea- 
ture business and economic devel- 
opments in such areas as Germany, 
Switzerland, Belgian Congo, etc. 
Some, such as those devoted to 
South American countries, are 
produced in collaboration with 
the New York edition. The Eur- 
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Advertising Age, July 27, 1953 


Yired fo et OE Me RR coat ees Lr SS a5 Fer at Ol, SORE Pe > Seer Tas Re 4 sees MES IER tt! Sree ENR Soo ha i ea Ne PR Bey at (Pets ot St ees ee Re ee ek a, oe) ey ae BO Ble Hn. pret, ts t 7. ¥ 4 Ai he Way Sh ee a dees Oe aR i 
arate aia _ pS} \ Fi “9 cata ok c Wee aces stats aR Eps Fs ei ~ Sey we eet ae os a = Dae ey a Re en. ieee ate +7 +. dt eee a Ms ease op Sag Cie ya Car ee BS dette Ost" Mies! VC Bee abe Py ee eg eee Pies ck ee ere Pie br Ue eee eet Bee ry ie F 
Neate ahet daavede ry & AP aa, PSS se, mee ante RENE sR, ee oe a ae le eae ae Greate fe diet ot ee Sel ie aes, ¥ vi; Poe ie: ire i! ee ea ae 8 ela ae Bae eat owe Ae ie Ree Nt tO rn te ee ee eee cd taetme nab ken i eee Poo it kk og fs 
ee ae ae ater Re Mele ops eeu are Series rei | tga Se SF sgh et ae Se cimae ies RNG. EN gies nee 1 em Os Mey SEA a cece etd Matin Pans Ta opie ial 4 5 BES Varroa SOM sags So, CaM sa ly Ge 7. Sea eT 32 eo ep Ua tahiti. 9. eR aaa SAS >) 12) a el aa apes Oi Fate heed ae ee 
Reh eet es Se eee yo) Se eae cae ie OE eR Re a Pa teat pais ficire Sour aan aaa. a M Seles si)” Na dem PRUNE hey Bt Ga Ree Per ae aris Matted Gtr aen je Fig Sg na oe Eo), anaes wie aif Satoh rcs er oS hE SR ROE SR ea Ps Dr pee he Sea z Pp ea er ke Tae es RNG. ee oe 
= ar t ae see ‘ pte ae Fe eee sibee d eee cee st pee Pa AS eee ea a a me Oe Ca) FE lt a aera a sak ii ey ni. lata Reema ee ty pepetea ae ee Pyne ey i fee Ses hoe ieee cre es Ser aera i a RepRN SMe Ga Ay a Ming ec gles alin en Chew 
Ae orettee : a as Mg Se Weir occas reer ee Oo ae Teg ee og Gee Pere DURE peepee SERN ae Sade OR Re ol” Se el a eee Be re Maat AN a he tea 
: ae i : : Pea % pia Meme tT ane ee atin ON Cremer, ae See ee cs 1 bnere ‘ CP SEM IE Pui inl Oey pane ee ee ne te eet Wee re Sees 
ar Gretta a: Me. or x tis Parca by Paget £ tt 7 F ef q ; hte a ae ra Ss, ema Ais é : =r ae - Brace = a es ‘ ‘ . ‘ ‘i 
: a rea Sa eae : eon : 3 : ciel eet ae Sis hiss Se € ee ris y é gether 2 ha) Sai aah hs 5 % 
we righ Weegee Eee Pte ee bi. ee ‘ " Ah pe om - oo 4 ae é 7 oe ee Gente. pata ey Fateh oe rie: . Sais jot . 
APOE i a ae By a Byte Sag Set - TSS eRe Be li a we ggereey Set = oe eg Sys ay a #4 ' we a ea ; Ye apt aah Weir Waar cars "wy 2 cee ‘ ieee ganic, i a Sak 
Oe ee : i $e lat ek aie Re Rees ae ae Oe ME Pee es ce 2 Stree tee ee aa ace meee ie died as sok egg De sie hae Dae Soe et ie aah Se ae a a NR ets i recta a5 Ratecin we sr Ata Aa SR a Rua Bet. ae = 
hs ieee . F Ey ah . 2 Bs ae ; ers a ee 5 aah ee es PPM steed Poe tes, PR ee Ry ee eee Lene Afr ae aap eimnernae ey . O 5 Se  e aa bre he Se 
=A oe a ‘ z r x a “ie M es Be ees te Ce te ae & Be ce aT Sara Sc a. te he ae ea Sete. oe ‘y si TA ae Prenton 
sia ; : , Lae oe ae mel 3 es 5 ieee, Se ae ‘Bax ¢ § ae seat a 
Re tacor., oul * a — a oo ae : E 
ae vs ; a ~ 
, CREME ES ce bn ne Ra i SR REY OLN co % i 
: tri 
‘ 
, 
q 
io 
3 i he 
» ‘ 
; Wi 
p lis 
tic 
: i m. 
he 
Va 
po 
a 
a ; 
| tol 
: ly, 
SS SSS SSS SSS sss SS SSS SSS Sennen 
hme wot 4 
Ss is . 
Peet | 
Ae ag 
il ue , i a , 
Be : as tampa <3 rina gern Readiris Tiki? ee ” "oD 
a BED "ag CAMEO ag eg yi ; . aaa = = So 2 a > Boe: ag i F x My Yes J 
‘ ee: , ejay he OU ON NS ey a» 
se &: iS oe rp rn ay ae ee eee ae as # : Hag + ; 
Mae } 24 ; seeded gt sis gs Ne es fig ¢ a Be 
ore x : 23 ee ee ea bd ‘ » Stade 
al ‘ 4 ; She ate PMiglgn 0. - x ‘ » ‘AT a ea 
sepia ed “age By ‘ P ig bg Rete Bi i cl / idee eee at hoe 
ae , * iz be: ae 1D as . 8 ek oa en ee es : 2am eae «cil e <P im ae 
Bg “hs Rte Bi a og os ’ 2 eae TNs Ge ee: eo" eee. oN Rae et, 
won ‘: is vI3 te ieee & Bas ? bh oa Bh 
et pase H &! SAUCE ¥ J * % hile. Af z ; ee e ‘ 
sexe & 74 | 23 § fag Er : : 
aie " vig? i we gel q , tm i TSS %, 4 - oe a 
ee Lat e| 4 & ; F cP ay ae é: mete 
. : | 1M P a bari ee : 
rtd aes ig = : | ie ‘a NE ‘ x, Fey igh hile ¢ a Ws e 4 H ‘Ps 
PN J eg ACCENT Fe \ is 1 a P neocuss | ‘ — ae ; = . , Es 
oe Pe oF . fs 7 ! 1 ae z t Oe eee aR as - sake - 
oe # Re, : bw Bea ’ -& ete es yi ce oaks 7 ne ‘ ie, a ; 
eS an 1 agin | had ss RRP ES ak, BEE 1 ee” se aaa s OSE PRO ES rages vs ss 
tae a i Bea eas . “ae : te OE COE ee sae Tes oS 
nie r% TOA ra .e | wy FLORIDA ee * Ss ee a BE oy oe a 6 lg OP ee Was - @ "ah 
beeaee oe ‘ if tales ‘a NCITRUS FRUITS : gic ae Be, ¥ , I ats, Bs Ve BE to Se a 1 
Shes ‘ge — Mee a iv — ROR Ee thee Y : Be em 
ee ui oe Be Bee 2 Poesy: a oN. : mes i 
om ie ORE bio » fee & AL ; 3 eae A ea i “ 2 fe j gs 
3 i wy ; ‘ CARBONA me BS FLORISTS’ —F TD 5. Se eee ie > © ee 
j is Bs ae | oe Cee Ce S a ooo) fe Bs 
3 | ’ ne F Fase Bogen = ao By ison oy ae 
’ p é ae te 1 8 | ey Si <a a q Bi: ig 
Rey af vay 4 a “4 cy cea pes te a Bien ee ~* 
oie , a “ : A ’ . CERTO * he P| = “FQRD : é ite Z nos Ss, ee 5 ii 
Gi) : is , ae ; : Reser css eee: a [ 
Z 3 4 She F ’ AE ee af Cea | ae. y i 
eae 4 % rs Be é ees. | ‘ ; : on, : oittee re 3) an " ne 
By Rf az CHEER é : se : aa Ba - 5 eee: ne ates ae. : ae 
nals bet i “55 ay 5 ei ee | A te ‘ ee ae : Sere ee ede i 
5 Sa | - wes he % wae! “te a _ eee E 
¢ *2y Z » gatas & Tee ee ie me ad aoe tr 4 
: Sy rs f iit haa peta ’ em : : ey es 7 i 
ee I Pig ss ca ; se fo ee | a ms ain sit On ee 
: P i 2 Moe J dt rit Se ae ; | 4 re Bt Ie ON eS “1 Y i ee eae ee sapdaias an ‘i Sana 
4 ON arama: FL Sill, iii iia | 
+ : et ; Ge” j Ret: oe pte Finite ies © in 
¥ igh j eee ro CELECTRIC CC - re Wee : } ahs rin ena 
} if ‘ ge : € | Aen Eee a ae Se 1g + ee Sis oS oe KA 
oe | - ~ , camer e ] 7 : otk SEAN ob 4s eS sag ae ae i Be dias Bae, sees 
Fah ie <2 . z 7 i Avoy as ae = i. SEs a he al hee : é oe Salle eet cha, 
Baeee fe Pate ‘ Z mp Boke ake ee te ° ‘ Be. Ms j 4 ; Pa Nay NSS hear? aye renee yaa oe 
vue gee : be aes - eye! ae. Oe Cee eae 
a eis % i es ty Pi x ea oa ihe a Fe at Ae ae OR oats ooh Sees ae Sea ey ea y; Neel o: 
ret : of Sey. COLLIER’S oe & ak so. . wee GILLS COFFEE “2 ie is ego A" ae rome i Sie Mae ce it een aia i 
a a i Se i Nee Sane — Bk ve — 5 rs 4 ay z. og * ts _ co a coe i ee eee ee : ea Exe 
R 5 se t Ye , ce z. Wy e RE: Sl» 4 Ste OR ek ool e Re KEN 
Bk a 1 ges Whit MMe Ben ce Mae 4 oe eee ee Baie tities pa Pe peciicle 
oss : wre : ake BE ar ac , steed ———— ll ae Bie es Pome ee ee a 
< Oy We aCe malas MG (COT BtveRaces. eee 6 cuwonene OO eee lO nies 
fo 5 q 3 kp Ree ty ah Se ESA es ie a at€ ke ee Roe PES ty eas <a aeete rete Se Rennes 
i Pome: | es | 3 ee ets eee ON a & POMC 3 Se "IR eee Arn ‘ 
2 Ae ag P i eae ee te L : .. ; Agate ad etree : po eee al ai 
an H : Lge j a4 ends a i bi ie tts 3 seas eg 4 BO SEY eNO mort 
i —. 4 x“ : , — ee? oh aaa Be ae ne eihiati Ss f RE ce Bie as a Gerad 
y Maore -* BGM. bof et i ce AG iS ° aoe SF aE et Sea aera ee eae Oe ‘ ar 
as Je TER BAKED BEANS Peale BS See USS WAX, EE Bae ae as, ge Waiek e el 
nae ho ver’ ‘ Gt 5 Wet - ae . Ree Se rea ee f ee he a ARNE ot Bata ne Peeps 2 Sra 
vgs Stine 5 la ee i 3 yi ae i wee . 2 2a oe gear GB ie - ae a3 at ; Shiites eel : oe 1 ce 
eee ae Sch eae bite : te seas ce ale Ss ae Oe 899 MI Sa 8 asa A re ee, | ae ee ae eee | cumin 
E oatiet 3 res % ag , 3 \ ae : 5 ae ee eee Mr le a nnn oka Se De Ue, are Woos e 
es ve MA BAO RALROAD - He Pe OENNISON'S a eee eC ctoss tex” ‘fe ace ok oe ee ee 
Nout oe ‘Sev! i pa . te be RE O00S ie E. ee eee a eee ee is Sie, ec mae ety aes 
sie : ee d : 4 ae 4 , a ae a a we at i oe oer eee ee hy 5 eS eg Oe ee See fae 
ee Pie i Bee f : tet oe 4 * a a af ane is : 2 we oo 4: Bok Ree eae Nowe ere eee ee ae ; ae 
ane ; — |. a : * bao ie  Bifpembeeee re ccougayg “mg net ee ‘ ie Serie Ce ace cei Ra aE: 
oe “ " 7 BAMBY BREAD =o Sae 7 _ DIAMOND : 1H ; eee nite a ere acs a Be I ee eee eae Sheet SEI. pa 
re 4 fe natalia ea teeta: x : : ae _ CRYSTAL SALT BME * 3 2 wee  GOOD-AIRE. RB ee Oo a uaa, aes 
(eee , ‘ h - Cc: eee A c é Biss OCs ieee ppp ata A SE cree | ee Sere Soy 
ia ae ‘ if ee 5 | se ; eee Paet. tes ies ge ia: Serge es ce ieeae oan Tia 
; Pe steisesesy ~~. ‘ 2 a 7 ; ; Mo! | OS rs ibe f ere SRE: Pe aren rece pele hee 
_. BARBARA ANN. im D ° 5 h ‘ EE 5s narnia ic Pe” a haat Bev: BE i os 
ae ee SRL tet a ‘c > a ven sig vai | iS _ SOODt phage * ae baa y p3 . x 
sos ; 4 BREAD ee fgg PAPER PRODUCTS 37 4. MARGARINE =F OT ‘ ee 
dr as ‘4 . Been , HN occa Ce “ i oe 
i eae Raa ae - a re ae Ee a 2S Digs ae J ies 
tea P ie Goes ee i ~ val ‘ ‘. gees Che ee” xf ‘ * _ oy es eee 7 
es : ; si apes yee . ae " j : caer # a gmt is ; R aks oe ok el ee aa ed ce ae 4 oe as a aoa ; 
: See fick Bile hg ps 3 re § : “%y OODGE TRUCKS © 7 3 i ne, Rae Ae ean a ae , — reese Seek kite, Bete cere 
iE: a ie ANER  < te ‘ 2 : pie PE a one eee ogy ch ‘ = Nee ee 2 eT SNS. ee ee : Bis foe hea ee Lh Pangan ie de pri 5) ian sey 
ase See FL) bemcemecneperny ee ee pare i a . . . eee ft ; 292° Se SR RB Ss ae Cl ee sal ae 
er nt aan Rn Fe a A RN : q cere Me PE ee. ee Ee ‘ ft . as s ¢ eee. iia Ss oie nC eid be oe aided Me Poses” Cama | ao ery 
ee ko in a. oer aera < . sei an take ee sae? Bee . < aa Bags PO tee tag a) Pa tate, Fee Es ja sea ora leet s i 0 RO RED atee ee ts soy ~<a eae SA SSRN ge Sede he oe | NESTS 
acl ie eee yale ek eee ae rea Ps oar J 8 2 alii tiaicaies pec ky oe eee eee its ial oe : "A eg nee hos ied 0 i. aa a ea 
ie are et eee . ie re ibe UP! ROY yeh a 5 7" oe Be Ce ae ae me > ’ ae a ae eee ok 5 oe ig caer as a etd < eee 
$i 2 TAR BROS ew ‘FOOD aS Os nee ee wwe DOLE. ip Re A ets i PEW OE IR ere ae PO ie atlas eet: 
= eed 3 Lan ro PES cs se (ye Oe aE ee LON ee ey BS) ac Se TS eee ey (Teta mn eee oes «= FISHERIES Se de, Mie Nae de ae = PS eee ae fe ite SNES COR > 5 | a eae 
owe aD ay ee att age AME 3 x FoR = 2 et + phstak Sy eee 4 ~4 9 ae : aoe oo "See See et a ee ae wal. Ss apare + dee tap 
Falke <n Pare sh Be Ras 4 : 3 enn aoe ra " gi tee ee Sa de aS ein ae cee Pe PR a IR wae ga cn eee it oP co apr Seer eee 2 ON... 2 ees glee ade 
ete Wisse! ME er ele esas, POs eG Ma De Re ehh a A ee ae me ela a ae mare  ur tS ee ee i eo a Pe nes ee ois Re Os 4 Sash 
Ph ee Sees ee ere ee wa ies : he es. eae ENE : Pie BM RE te. oe | ee =| asset he RR ns 2 cogs na Rn Re “grains 
a ara Sa ea bo BLUE CO tees & rags as oe * Fe E « DO A oe ot fap PE RS be eas ate tg pata ee es Se em 6. os Bane) EY 2% ae | ay bare 
aa Bees o.h, Sree, és Ps o Ee gab 7 a >< a felis a ae. ar ma eet ates ce ee eg ee Se tS aeig Rees i eutalcter BS e teas eed Say aaa ee 
sce GaSe 2S coh ep eOReee a < 7 “se pe, WARELES 0 Seek SO eg a ieee aia ee HOE PQ eS Ssrged a Pee) oi ee erase Verne. So | ag 
a Sf li i +, ieee 4 % ro Swann : . ae Rergyets rs eae Rae Z Eri a. Fh ‘ ye he ena TE 2”. ES ry 2 hy to . Bes sik ae 8 a oe 4, et ok oy ga ee sete 
eee ais eee ba pahaaitad 2 A : of ae Weg See eee ay ee Rye 27 By oe tee Manes eee ORI Sa, a eee, hee ee oe ee see ee eee | ; sack 
a aces Oe eee ee ee RO ee Ot See eee Na ee ee) MMM et ee D eo 
iy ieee ero WD ie te in a K ya Co)! LY ei een: 1 Ba ee | ey ay tee mec AES, pee ae ‘mies Te Car aera Pin pero: ee bie 
fee TS: -- ‘gtué phases. ©: ey es eaten oT ge > peal 3? tee Bee ees wee ee ee a ae <> ES eee <= | COR ea ee ire x peas ia PNT Sag SELLS eg a eee 
= Mee ee | SRYE CROSS. Phe 5 tk hey Coton ake Sage). RAIDS” BME eo: ae on ea er a z Ft a PRE ha . PERE LCE Tie ENO C LS Mg gm test pen Oh dette 
Sees a sic fe see sewiecianmictiimst Bie: ‘< Biers. em a es ‘Z 28 Spa Ee eR ON eS ee Feuer an Ae Me bie Backe © GROLIER sociery. Bat, oe aaa os mete oe ng acacia arte eae 4 $ ie 
ee ; ye eal ea ces ets aes 4B ys om: Ba "gibi evita: aman SS OR A yee ieee ee RC EER oe ‘ 2 ey ye OS ae Wee. : ft 
Bay ae ae \ BOoiInE’S <5 0 ee Usa et. DROMEDARY. a 9 4 ve : eas ne: he Bi inde ee, Bott aed : ‘a i itera 
: paneer teat fos) aD Fe ci ioe a ES Sm tne pet i : a oy ; acai tare ip tS if | Eaaeeee TA! Seni tee Oe i +: pclae n= tab od enero ea ' LENE 
= E ps = PORK ROLL 20 ; | Br ana NXES Le Ree hae z me an en Kerns eat Sem . ae cated teigees oy ae ore mire 
. oak *aqnna Se ee PMS son sce, CO A Sepia T anti) ay ne 
z eer 7 Se ra eee 3 z= am 4 > 5 ‘ es a a. Sie te - 2 4 4 ood 
os Sie a et Selina Ss wh a be) DULANY FOODs... Bide ae om HELLMANN'S ie aa 4 et Rak 
fa a, EI sipieelindnins amen See << ee pen SOOOS Eg ; 3B OMAYONNAISE — * Be : Cp ris Sad 
i [SRM va te eee ace eae " mae Se ; a Sates 2 ss, in e a satis a Se a i esa 
* : fie in ee Oh alin — hs 7 fu pean arte opiates. . Pike ca iio) ea ai P Fig ah ap Sip PA net Bigs pre, ” 
at ee. ai <p ; are ae aa (lURASY:OF ‘ oe : ane So eee led Se ae? eer EBs pee ae, ee 
Le ae COMPANY iar SE eg, “Mescee ™ 2. ¥ oe. OLE ef a Peo eR ee SORA INGE DRINK pee ips Ole" Naeem : ie ieee eae ee (ses Fe Ren ee 
f —————————— Oe Neg ere te a sor areaameane a : Se ee Crt mmrmererumre Mh sie eats rs Sa Ta emerpmemarierete ae ee aaa eae Sr sale «yc a eae et Bea 
: ees, A aaa tens eae Be es ie ees A p cast, eee see ae ae a ie, aS Tha a Aa oa yO Ts 1 Fam da MM es ORI no TR gee Beer we ean a ick sean Rese re 
ey eae WPS oie Sola ee ee siete nh Ga we Ro . ee Seiagl Bae Pea TE eh OE Se Me I eh ee % cei iii fe 2 Orin, Si Men Sahin ee commer Te +A ie pamper aa [ DEW RIan} 
ae een 2) a Pianeta Aa cata 2, : aa EM CORNY Bi cg : te i cease rae Pets os a Pane tbe Bo gece 
3 saben aes: GO) avmntheasdin GE: SB iceman : at Oe 
; Bees” Fog re eee Bee F eg i wr: ee aN Seay Wale? ge chee hi : ee tee Se etrsises NERY i toy ny ae ae Wee: : cae . 
ee i : ie i ee ¥ em 2a, esoume soot oo fenoy eM See ee ie Pee a wee ‘ 5 a 
: = : Myc ork Sted aes 4 aS ieee ee dee Be ih eae Pie: LS Te A og i “is = 
ee ‘ “ bi Reet ee PSUR : FE net UT ae ed fis a ae ate eg eee Fis 5 > RE OS 
Se ‘ x ns A a i (ar Con SUBS ae : Be ce dP Fait Ca ee , Ree oe am ae aie i aie! fits : vy og of pene 
eae gin OR ete tS gt he ee soe of Ce Sica Clee Ge er a eras ae ones gay. ene = tee a ae oS PE ire ane ; ey - es es 
“ ce mel Sees Waal ka” eee ae Oat oa fs ot q ie Oy eee oo i a Cece Beers DAEs ea Mas ser ee ee y ae hens 2 hh ae ; go at 
rae oh. eee a7 Pepe geared pee ) je os 3 ) cap. ©2 STAR CH pe Gor ey oa Leer AES a ekg ay a ye ce = ies Weegee pee: r a . , ne oe a Segre 
ene 2 ne ‘ . | tee Oe! s au tore net pm aig ‘ = j pee eee Sedat tee a ee vs ‘i Scent ik . epee Nena tap Ras fear SN, Ee pak gate ce ae : Ne by ia mF Bas ee 
‘eh : * ‘ = cay | hs pat AI cs ce ae air tem eal a aN a ae 7 Nari, 2 Aig «aan aor te eee e i egret ae Sa tA pr me ot alte ety aah aes Bal A hae eis . MPM + : oy os EY ea ah oe 
es $ —. % “i ND gee ee gehen a ema get Ae g wake aly). a ae ree Ms Ss a ve a 2 Ss gree tty pect eae Warde Range = EA  ie  a2 g : i Sa on | ot ane sf 00 
a eC ‘<8 MeL ars ee Ae We nN ON ee a ee ee oe ee ee 
¥ TCaalaet ’ ‘ ) ‘j are SSF ie ag 32 Barge 5 ty BC Hs, «ee ery ae “5 APY gol de Mokke 5 See ee a Teeth OS . eat EAH tT oe eee 2 
Sige eae 3 3 2 NOL: Pore epee ? ak? re «SRR 9 SS raps & r eee a ree, ae y e oh a * : “ Pe ct f ; < 4 2 
otox ‘ re “se é Pe cri weer AS Ree a oe ee ey ‘ee Rhee ener ete % a Leary £5 A EM a os) an ee ee ae pa itey ’ ee 1 > z o Wile mi " 
a a a Se | Ape erie ce Pa i = ceca yh Oe ees ; ating Piyetag” Le oases ae eat. nage ae eae ES SRORE Tatton, sated ae eee <P Ai lhah atte eee anken oe hh age i Se aya cae. ae eae 
oh a ine Sh Ok MU eth tag oat Cele Men eae ME AT a Oy ees oa Bree oe MT ee ges oy haa gg ee Nt ee Mert aM me gee ne to a! Some ek ake Be ae oe tie ae he es 8 ceo 1 eae 
chee: |. ; } Pa cp eee Ap TS ee a) ee cee es see REE GR SN Cael MG sins 3s cients ts ee oe oa BY Beer emis = aa eat io tg Paes ae aes 
teak ; | ; a SEE Sy OM Ere, eRe, gear art Sie an bON Ory), + Meg Ae pce ene RMN a. Rhee hear e EAU aa ES, Sa aie RAM gaeia a Y.. Sgrk (ita lew uit nity Seen io OY ean eae hg - Sees 
Ayes . TS Pele, eh cei eiabetes cae eee oe SyOne Mee foie Sie niet omer 9 ee eal deta SMa Bi, oR ana erica tae ia ier 4 Ciuc ok Nha ee paige eyes as + 
atte — | A Ms Ph TUNA | wa eee ee a SR a ER EE Ta eS (he athe Sete et tT ag ee Ne AOR Og ctl ee ID oar MRL Gao tn) 10 Sh bx Salemi tS Sy 
x . + ee “« cera aa Ce Pte toe De pen « Neate A an le hae madi eee RR eas sete ep eM Tse ee Nba ee OTA a les od lal apenedinhoen mice cians oye Fig nT IR ey Sn Oe Ty) Es ee etc i a mie “ a im 
Foe J Bs ae Soe Bae iiaidy be pas ieee here Sela sa eA oS eo FE gh Selle ‘spy Gora ane es : hw te ee teliee aT Ro we ra ER a ire ‘ ire SE at ws se : ork ‘ ae 
: a ee ', 3 | Sg gti pe Sh ah ee ele te tt rae bee tas Clee ingen Mae cy Eee Sa Oe eee eee td ECMO FL cE ey sa ee RAT OR! 1 DUR Wea CEE Syn a GB fuer ne Se oh be he's 3) Pad | cage ee : 5 Eee 
oak _ lle Pw of eee 7 | a ae oS ee eee ca ees Can ae ee (Seay eT aime Ta een is Bee aay no SS Sn a eae é Stat tc einad alge eS) aie Bs ie SWORE, ee ae ST Pb s) 3 sae Wises 
- ~ .. far eS ee ' ' ‘ : & EDWARDS ' bi eer 
ae e r Ream oo , PAPE 
a “x ; , ae sa 
ae 7 a : ne te 
‘ _ re 
; 4 —— 
24 . r 1 oe or ois 4 
- ee : i ‘ 
Oe Bae decent 
4, 7) Paty it 
a Wat oe 
Pp ie eae Se ; 
_ . 2 ol a 
Re Mag? a eas oie : 
ay 
oo Se 2 2, - Se Hep ie wos ee ey | : i, Shares 2 7 ; ’ > Sears : . 
: i P F : a re. ug 4 Slpeatl P: 4 J af - Ce jhe : - . : es we ox YS eas 5 ye ey . » 4 
og 3 i She oie ¥ ‘ 4 ier cs nt & Gadi hy he 
ee tae £ Bt per Bis filed ; reg’ Py a Sr ba : “ a Sit ira re Seo “ 5 oe. é \ 5 | bape yak 2 Aa a pS eit oN 
VE ata BSR De Wise mae NE ied ae oe! rk Noe ae rus Pec ke GB gies Lop ee Le, SSA Tg yesh aa 5 Opt pee ay ah ey aha SO Ae Seek he Mise Ey ee gs ee ergs SRM ee oe Ref : ~ Shee, ie: ees 5 ie r ee eS A eg ad 
Pare 2» CN foi i Nget ese Nay ds 2 PE dete st eek gis BONG a, Taha Sie SO ag Tk Eis a i a ate Br eG a Te eee Reg IN wo eh eT oe tte tel. ee We he aa ee Gg, SM gre See Fee Oey eet Reng ges Ua a aide SEES oN ae 
pete ey pk 3 : 7 ‘ 1, Ki yee Bie ong nee , 2 fe, e2"5 ‘ , eo Bel ected the vite oe aoe rate Hi & Ce ERS ae AP Bese ee err: Mato at tee he coe, Jy ae Cae ee ae ee Ve ae 


Advertising Age, July 27, 1953 


Opean edition also issues an An- 
nual Guide for France and Italy, 
which carries a large volume of 
travel advertising. 


a Ogden Reid takes his job ser- 
lously, realizing that the newspaper 


he heads is an ambassador of good |. 


will for the United States. Pub- 
lished since 1887, with the excep- 
tion of the four years of the Ger- 
man occupation, 1940-1944, it has 
helped to explain America to 
Europeans by reflecting the many 
varying points of view on foreign 
policy held in the U. S. 

“We reprint editorials not only 
from our New York edition,” he 
told AA in his Paris office recent- 
ly, “but from many other papers 


} 


in all parts of the country. In this 
way we can make clear to Euro- 
peans why it is not always possible 
for our national administration to 
move as rapidly on matters of pol- 
icy as they would like to have us| 
do.” | 

Mr. Reid is married and the' 
father of a 3-year-old son, Stewart. 
The family lives in Versailles, but | 
is in the U. S. this month for the 
expected birth of another member 
of the house of Reid. 


West to Wesley Associates 


Jessica West, formerly with 
Ward Wheelock Co., Philadelphia, 
has joined Wesley Associates, New 
York, as co-chairman of the plans 
board. 


Servel Plans Price Boost 


Servel Inc., Evansville, Ind., has 
announced a price increase on all 
its products, effective Aug. 1. The 
company is currently surveying 
production costs to determine the 
extent of the boost. Recent wage 
increases and higher costs for steel 
and other materials are the rea- 
sons for the contemplated price in- 
crease, officials said. 


Time Buyers List Published 


Executives Radio-TV Service, 
Larchmont, N. Y., has published 
the fourth edition of its semi- 
annual “Time Buyers Register,” 
containing 1,700 time buyers and 
more than 5,000 accounts handled 
by them. The material is arranged 
alphabetically by state and city. 


Agency Names Lee A.E. 

Burr E. Lee, formerly a produc- 
er and production and program 
manager of American Broadcast- 


‘ing Co., has been named an ac- 


count executive of Schoenfeld, Hu- 
ber & Green, Chicago. 


Two Name Leonard Co. 


Leonard Co., 311 Lincoln Rd., 
Miami Beach, has been named 
special Florida representative of 
the Baltimore Sunpapers and Kan- 
sas City Star. 


Bryans to Outdoor Advertising 


Mortimer Bryans, formerly man- 
aging director of W. Ayer & 
Son’s Londen office, has been ap- 
pointed an account executive for 
Outdoor Advertising, New York. 
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ZEHONE A ZEREX 


Here’s where many of the most successful people stay. They're expert at picking the right spot for sales, 


lhat’s why they're all among the more than 500 current and recent users of The Housewives’ Protective 


League. They know that HPL (broadcast locally in 13 major markets) is “the most sales-effective participating 


program in all broadcasting.” If you'd like to dwell and sell in the manner to which these successful sponsors 


have become accustomed (thanks to HPL), call us or CBS Radio Spot Sales for full information on 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 
48.5 Madison Ave., New York — Plaza 1-2345+ Columbia Sq., Los Angeles — Hollywood 9-1212+ Represented hy CBS Radio Spot Sales 
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Folder or Booklet, 
Yes, but Brochure, 
Never!: APSPCBFB 


PASADENA, July 21—The newest 
| addition to alphabetical organiza- 
tions was formed here last week- 
end at the Pacific Society of Print- 
ing House Craftsmen. 

Annoyed by what they call “the 
insidious practice of so many per- 
sons who insist on using words of 
a foreign language as a substitute 
for easily-pronounced and easily- 
understood words of the American 
people,” a group of _ printers 
formed the APSPCBFB—Ameri- 
can Printers Society for the Pre- 
vention of Calling Booklets and 
Folders “Brochures.” 

Charter officers are Gordon J. 
Holmquist, president of the Inter- 
national Assn. of Printing House 
Craftsmen, binder-in-chief; Robert 
M. Ritterband, Lincoln Printing 
Co., West Los Angeles, principal 
gatherer, and Reaugh Fisher, co- 
ordinator, printing trades, Los An- 
geles schools, forwarding supervis- 
or. 
Chief offenders and principal 
target of the new organization's 
campaign are “advertising gen- 
iuses,” say the founders. They plan 
to organize APSPCBFB chapters 
throughout the country, complete 
‘with membership cards. 


Building Publishers to Bain 


Associated Construction Publica- 
tions, Minneapolis, has appointed 
Jack Bain Co., New York, publish- 
ers’ representative, as special na- 
tional representative. While repre- 
senting the group in the national 
field, Bain will function only in 
the promotion of new business, and 
will not act as national repre- 
sentative on present business ac- 
counts. 


‘Boating’ Hikes Rates 


Boating Industry, St. Joseph, 
Mich., which has not had a rate 
increase since 1948, will raise its 
rates with its Sept. 15 issue for 
new advertisers and Jan. 1, 1954, 
issue for 1953 advertisers. In- 
creased printing and postal costs 
are given as the reasons for the 
boost. A one-page b&w insertion, 
/one time, will go from $285 to $330. 


Sundial Shoe Boosts Hamlin 


Roland G. Hamlin, with the 
‘company since 1947 as a sales- 
‘man, has been promoted to sales 
|manager of the women’s and 
|children’s division of Sundial Shoe 
_Co., Manchester, N. H. 


DIRECT MAIL 


You should know 
CHARTMAKERS 


A PRINTED PIECE is no good unless 
it's read. That's why it makes good 
sense to turn your ideas and copy 
over to Chartmakers for expert lay- 
ovt and production. 


FOR THREE DECADES, we've design- 
ed some of the finest printed pieces 
for many great advertisers. And 
we're mighty proud of our distin- 
gvished list of satisfied clients. 


BOOKLETS, BROCHURES, MAILING 
PIECES of every description: no mat- 
ter what your problem, or budget, 
call us. We'll be glod to show sam- 
ples and quote on your job. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, NY 
MUrray Hill 86.2760 
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Auto Ad Costs Vary 
from $6.69 to $108.11 


(Continued from Page 3) 
developed these figures, and those 
for all other makes of automobiles, 
by matching known factory adver- 
tising with registration figures for 
passenger cars. These are com- 
bined in a table in the adjoining 
columns, and include the years 
from 1949 to 1952. 

These figures, however, can 
only be considered a fairly good 
index to relative ad expenditures 
for passenger cars. 


@ Sales figures are taken from 
registration figures of official state 
records published in the Automo- 
tive News Almanac and are as ac- 
curate an indication of car sales 
as can be had. However, the ad- 
vertising figures are incomplete, 
and represent only published fig- 


‘ably in this period of time, yet its 
|sales have dropped steadily since 
1949, the earliest year shown in 
the table. 


|@ Five makes of cars have man- 
aged to bring their per-car ad ex- 
penditures down. Plymouth, men- 
tioned above, is one of them. Buick 
‘has brought the cost down from 
'$26.15 to $23.82, but its sales 
‘dropped from 392,285 cars to 310,- 
806 cars in the same period. Nash’s 
per-car ad costs dropped from 
$24.59 in 1951 to $20.38 in 1952; its 
|sales rose at the same time from 
/ 140,035 cars to 142,520 cars. 

The Henry J’s per-car ad cost, 
dropped from $10.70 in 1951 to. 
| $7.88 the following year. Sales fell 
‘substantially during this time, how- | 


Ad Expenditures of Four Auto Makers 
1952 1951 1950 1949 | 

GENERAL MOTORS CORP. (FIVE CARS) 

SS er 1,735,694 2,167,713 2,871,078 2,075,155 

Ad Investment ......... $23,905,451 $26,533,160 $30,244,523 $28,027,420 

Ad cost per car ....... $13.77 $12.24 $10.53 $13.51 
FORD MOTOR CO. (THREE CARS) | 

EE a Bias tol Whe hee 947,474 1,121,464 1,518,653 1,031,886 | 

Ad Investment ......... $15,164,638 $13,023,683 $16,981,360 $13,606,966 } 

Ad cost per car ....... $16.01 $11.61 $11.18 $13.20 
CHRYSLER CORP. (FOUR CARS) 

igsaaats~ecasvdss 884,667 1,103,330 1,113,794 904,756 

Ad Investment ......... $15,769,208 $16,767,315 $14,157,910 $9,828,666 

Ad cost per car ........ $17.83 $15.20 $12.71 $10.86 
KAISER-FRAZER (THREE CARS) 

 Snavctbxinveaess 69,740 103,658 112,055 57,995 

Ad Investment ........ $2,108,540 $3,139,328 $3,524,385 $1,654,230 

i.  f 2 seeererr $30.23 $30.29 $31.45 $28.54 


ures for national magazines, news- 
papers, Sunday newspaper sec- 
tions, national farm publications, 
and network radio and television. 


Excluded are dealer and cooper- | 


ative expenditures, institutional 
advertising of the parent com- 
panies, outdoor, spot radio and 


TV, cost of radio and TV talent, 


direct mail, dealer help material, 
company-published consumer 
magazines, etc. Figures are not 


available for these media, and they | 


may vary considerably from com- 
pany to company. 


The known advertising expendi-_ 


tures which form the basis for 
AA’s calculations are taken from 
figures compiled by Publishers In- 
formation Bureau and the Bureau 
of Advertising. Only new-car ad- 
vertising is shown; truck advertis- 
ing is excluded. 


s As an examination of the table 
of the per-car ad costs will show, 
there is a great deal of variation 
between makes in terms of how 
much advertising it took to sell 
each car. However, this cost has 
risen consistently since last year 
and in many instances is much 
higher than it was in 1950, the rec- 
ord production year for the indus- 
try. At the same time, sales con- 
tinue to drop from the high es- 
tablished in 1949. 

In terms of totals for the indus- 
try, AA’s study indicates that sales 
have dropped as advertising bud- 
gets have been cut, and per-car ad 
costs have risen at the same time. 


® Advertising expenditures for the 
entire industry rose from $71,233,- 
806 in 1949 to $77,900,978 in 1950, 
and were cut to $73,711,623 in 1951 
and $71,625,623 in 1952. Sales went 
from 4,814,377 in 1949 to 6,306,283 
in 1950, and fell to 5,035,409 in 
1951 and 4,128,672 in 1952. The 
average per-car ad cost was high- 
est in 1949—$25.27—and lowest 
the following year, when it was 
$12.35. Since then it has been go- 
ing up; it was $14.64 in 1951 and 
$17.35 last year. 


Lincoln shows the most striking | 
rise in per-car ad cost, nearly) 


double its 1950 cost. It is the only | 
car in the list which entered the) 
$100-and-over per-car cost bracket 
—$108.11. Lincoln’s advertising 


ever, going from 51,372 down to| 
28,718 cars a year later in 1952. 
Austin, reducing its per-car ad} 
costs slightly, from $49.75 to $43.62, | 
gained in sales; it sold 4,804 cars | 
in 1952, compared with 3,800 in’ 
1951. | 

The largest ad budget in each | 
of the past four years has been} 
Buick’s. This has usually been a 
wide lead. In 1951, when its meas- | 
‘ured investment was $10,256,584, 
up somewhat from 1950, Buick | 
| Still had an ad budget nearly | 
| double that of its closest rival. | 
| Here is how the makes ranked in | 
order of total advertising invest- | 
‘ment last year—Buick, Ford, Chev- 
'rolet, Dodge, Mercury, Oldsmo- | 
bile, Chrysler, Cadillac, Packard, 
Plymouth, De Soto, Pontiac, Lin-_ 
'coln, Nash, Hudson, Studebaker, | 

Willys, Kaiser, Henry J, Austin | 
and Frazer. 
_ The relative positions of the, 
/various makes in terms of units 
| sold are indicated by the order in 
_which they are placed in the table. | 
Chevrolet leads again as it has) 
/every year since 1936. 
| 
# In the table above are figures. 
showing sales and advertising fig- 
'ures for the multiple-makes car | 
manufacturers. The parent com- 
panies’ relative positions have re- 
mained constant as far as total 
advertising and total units sold are 
concerned. 

Their ad costs per car have) 
varied widely, however. Chrysler | 
Corp. had the lowest ad cost in) 
1949, General Motors Corp. had 
the lowest in 1950, Ford in 1951 
and GM again in 1952. 

Ford and General Motors had 
higher per-car ad costs than Chrys- 
ler and Kaiser-Frazer in 1949, but 
have had lower costs ever since 
1950. Last year GM had the lowest 
ad cost for its makes, Ford had the 
next lowest, Chrysler had the third 
lowest, and K-F had the highest) 
of the four. 


# As mentioned above, due to the 
impossibility of getting complete 
figures on advertising by these 
companies, this analysis and the 
tables are presented only as an 
interesting indication of how the 
various makes of cars and price- 
bracket types stand up to each oth- 


the amount invested for each in magazines, news- 
| budget has been raised consider- Papers, Sunday sections, network radio and televi- 
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Per-Car Costs of Automobile Advertising 


Sales of leading makes of automobiles related to 


sion, and farm magazines during the past four years. 
Expenditures for dealer and co-op ads, outdoor, spot 


radio and TV, etc., are not included. 


1952 1951 1950 1949 
CHEVROLET (General Motors) 
ns 852,542 1,067,042 1,420,399 1,031,466 
EP IO i sssitsicecacccésctheusesiestacseas $5,705,310 $5,819,786 $8,693,111 $8,040,215 
BU NE ORE asiasistabcasdcaccastecsencassts $6.69 $5.45 $6.12 $7.79 
FORD 
| ES Oe eer ee a 732,481 862,309 1,166,118 806,766 
CS Se TO TTe $6,993,760 6,422,364 $9,415,551 $7,756,374 
PEON siti cincicsesancaidipseiisoraseds $9.55 $7.45 $8.07 $9.61 
PLYMOUTH (Chrysler Corp.) 
I Fol cir cabsndciaussasssapeeivaxesariasesss 433,134 542,649 547,367 527,915 
I $3,316,481 $4,390,353 $4,320,558 $4,325,797 
Be NE OE ai seisesinessncodivnsesaisenss $7.66 $8.09 $7.89 $8.19 
BUICK (GM) 
NN i ticks snes ibcicdsinsiien indesesss 310,806 392,285 535,807 372,425 
ET hee $7,404,122 $10,256,584 $9,887,906 $9,537,791 
PE NOI iii cascessnctesociscosazendersves $23.82 $26.15 $18.45 $25.60 
PONTIAC (GM) 
SS, Re eae 266,351 337,821 440,528 321,033 
Pe III 2; ésansnesidoccdcuntvharelesusen $3,161,835 $3,510,572 $4,174,114 $3,802,410 
PE NE OIE sig tsecocioncssvassosasinsesn $11.87 $10.39 $9.48 $11.53 
DODGE (Chrysler) 
MN I ii fives sucacjcsaraisaadeteaadersdehicns 246,464 298,603 300,104 273,530 
SE ROE scasassi'vedsstivivessecbcctcrtincds $5,360,043 $5,055,922 $4,561,511 $3,057,176 
eM OND ai acc sntcccnsnacéscininstvsces $21.75 $16.93 $15.20 $11.17 
OLDSMOBILE (GM) 
NE MU Sa on, doi5, cis atcanydoeencnddchinndiaiacia 218,189 273,472 372,519 269,351 
III icc nacscstdhacseserscbnbiucittases $3,961,264 $4,549,299 $4,621,253 $4,019,836 
ENN GUD cis casiccisdccacoidscciaaadaiaaste $18.16 $16.64 $12.41 $14.92 
MERCURY (Ford) 
I = ois... 5 savas tiuipivinsdiesbmweatan 185,883 233,339 318,217 186,629 
IN a aici sas caccncbubitavessoaie $5,023,731 $4,777,885 $5,605,011 $3,404,747 
NF evnasisiicsiiccsesticinaacnoanes $27.03 $20.48 $17.61 $18.24 
STUDEBAKER 
RIED x Zalbdédas shuhsa sce teeebaaniitacetsevbevins 157,902 205,514 268,229 199,460 
PO PIIIID biseicecsccccosisxinséovesssccatcs $2,660,603 $3,273,384 $3,577,067 $3,530,250 
EE OEE BEE saiicrrcncinuacies $16.85 $15.93 $13.34 $12.68 
NASH 
ARSE ae Sener rear aee 142,520 140,035 175,722 135,328 
PID ia scsvveccsacessceriidasviasiclanie $2,904,824 $3,443,248 $3,383,414 $2,913,723 
RE GINO os cnsacvrantesanizsmsivnieatais $20.38 $24.59 $19.25 $21.53 
CHRYSLER 
I Sidi vast ucdciexiedaankusdccsdeskeasornesas 113,392 149,435 151,300 130,516 
Pe IN 5s 5 chiccutvnckvdh cécanavesdvuexs $3,868,512 $3,389,231 $2,816,673 $2,245,066 
SE GE isis tact ssicisetisvessescasieivs $34.12 $22.68 $18.62 $17.20 
DE SOTO (Chrysler) 
I OIE ser ebiasnsisdcvadevdsecd tdneboviaaaiveieds 91,677 112,643 115,023 103,311 
Ad Investment ..ccccccccesssne. eas $3,224,172 $3,931,809 $2,459,168 $2,445,693 
PN GE Saiz cnes eivacciesorienasinvacavace $35.17 $34.91 $21.38 $23.68 
CADILLAC (GM) 
IEE sisinss:saivesi sicelahdhapiaexevesiarecaln 87,806 97,093 101,825 80,880 
PE IID, 88 os saccsspiniise véccsenigapssteivars $3,672,920 $2,396,919 $2,868,139 $2,627,168 
PII so conisiccsicadsssorssiccrncaee $41.83 $24.69 $28.17 $32.49 
HUDSON 
RM MINI | BiaiuseecebepucsanededsAsxobevteus wbaouad 78,509 96,847 134,219 137,907 
I iad rade cspcadenicainsits $2,713,668 $3,103,780 $3,255,884 $3,727,031 
OE Sciicinktascciscatsctlasnieaciions $34.57 $32.05 $24.26 $27.02 
PACKARD 
MD RIE, dxscdhotledurdacsiasscdaievndivedediecdiss 66,346 66,999 73,155 97,771 
III sss ccstisarensssiavectiaeeosnnsd $3,617,417 $3,106,335 $2,078,668 $3,052,409 
UP déeksvccdiaaeerrnenisienis $54.52 $46.36 $28.41 $31.20 
KAISER 
SIE i, Si. coissastossndinbvantbcanieersie 41,022 52,286 85,832 57,995 
eID icisnsccnsssdécandeibace vebveveaaies $1,819,159 $2,203,370 $2,040,042 $1,654,230 
EE MINED sicstucadcesilespresheustsarenhivins $44.35 $42.14 $23.77 $28.54 
WILLYS 
RG Oia aks caucdsiveaneseeedthiies 41,016 26,049 33,926 28,576 
EE OA A $2,635,728 $1,131,831 $528,013 $1,892,460 
IE BEE Sirdicsessinrienesiseinsrgies $64.26 $43.45 $15.56 $66.22 
LINCOLN (Ford) ’ 
Sig RES aa 29,110 25,816 34,318 37,691 
WR WUE ec icttevacscevesnsevvsentn $3,147,147 $1,823,434 $1,960,798 $2,445,845 
PE UD sas ecvatascrsttistvcvmonsicnsas $108.11 $70.63 $57.14 $64.89 
HENRY J (Koiser-Frazer) 
a ee 28,718 51,372 14,339 edie: 
Pe III onccciscencovnstssicosccsevvecceces $226,201 $549,551 $252,668 eae 
IE MIE cicanncieinnssnstivecniervinterase $7.88 $10.70 $17.62 _———— 
AUSTIN 
| EE 4,804 3,800 5,452 an 
IN ins. cscenceniedbrbipincctareeeties $209,536 $189,059 $169,754 sheild 
IE TION siscanstsansemnsrisbicadsonviveens $43.62 $49.75 $31.14 -_—— 
FRAZER 
ID GEE kita etsaiecsensesscesecosorosescsnsenmenater —--- -_-— 11,884 15,827 
EI RT $63,180 $386,407 $1,231,675 $755,585 
A GREE EF GOP cesses sicinnsincinsiscisviens aaa ---- $103.64 $47.74 


——Based on (1) Automotive News 1953 Almanac car registration figures, (2) Bureau of Advertising figures on advertising expendi- 
tures in newspapers and Sunday supplements, and (3) Leading Notional Advertisers data on ad expenditures in magazines, network 


radio and television, and farm magazines. 


a 


f 
\ 


_ Sota See ee ee ‘sgaaiea ine: I ge mee eehtbe O40 a es oka Se Sheen errant Tae etn Fg ok tol ee a ee mT et ween rrrge yl iy Mean ge ee mec # 
a ey oe, Fores nee oat ore eine eam 8 BPI ye SR Wt ea oa! iain SS oN aimee Sa x Tig ge SS SAME SINE ES He Oo mR Mem Mee ak PRE ORR Le Skt ee 
? at ra - oe ime abe % Be Ns ee hess ce ae ee Ea ee as NS: nits die Seige Sate tal ar mcers fe aa ae A Sea Ske = cn oe Re Pe os CRs is geen ‘2 cae: a a ee Baa ae 4 or oe wt 
: ok ; ? ° : S 3 - i a Bs CI Oe ea z aa . 2 impel 
ie. ee past ate Foot ai: ' 4 . 
= ee 4 A 
| ee 
4 
: = 
a | 
» 1 
gig : ! 
ae 1 
seu ¢ { 
Bia 
: e a 
” a | : 
— m 
kg his st a 
os . 
chee P) 3; 
pass re 
— Ww 
- » pr 
ee 19 
aa Y Ww 
oe ‘| cu 
sh 
|. 1, 
} tr 
a : ar 
~ | FB m 
a ’ } ‘ a 
dR. \ nc 
ae , ~=s th 
i ht Iu 
ne nie il , or 
cae . 2 cr 
oa - se 
ei : 86 
a | 4 
a \ du 
oa J co 
1 ’ iti 
o3 posh 
oa i ar 
res 4 St 
aes | § fe 
a: 
- th 
es es! 
a : ca 
es: Cr 
~ Yc 
eae pa 
ee Ra 
arse pr 
= $ / a? 
Se ha 
ee ig fo. 
sas & 
ce | ' col 
nes | Ge 
; ( 
on { on 
ies of 
a Yo 
ag 2 tec 
ee / br 
E | ha 
oe pee } cy. 
= mm 
iss ‘ 
ie sal 
fe We 
gle ing 
aA Su 
: wil 
) Hu 
ha: 
re} 
| Pe 
| d 
; cer 
: Plz 
2 vis 
' Oc 
wy is 
Sees Pe 
ie ~ 
a NE 
ee w 
4 
e 19, 
as ee rey 
Fp ane ae es 9 roey ef i ret eae 2% as i 3 a of si os ut pal are i an s é x Pir pied) ecg oo ie x ae af, a aes alr Ge ae a, va ae a phe: Ps Pooh ; ‘ fg : eee . fy urer é te e: - Haya RM RL, Boge fis Sey ~ FI o aoe ri : 


July 27, 1953 


Two Name Peters Advertising t 
Young Modes, dress manufactur- Sports apparel, have appointed Al- include fashion and business pub- 


49 


ton, manufacturer of skirts and to handle their accounts. Plans 


er, and Peerless Sportswear of Bas- . lan Peters Advertising, New York, lications. 


~ big ~ 


circulation coverage 


WHERE 


yeu get 


ales Hevion 


in the Oregon Country 
when you use Portiand’s 
ONLY home-owned newspaper 2 


—- you want it 


WHEN | 


‘you want it 


AFTER THE MEETING—Robert Van Beynum (left), New England sales representa- 

tive; Alden H. Sypher, editor, and Duke Mawhinney, eastern advertising manager, 

relax at the Chevy Chase country club following a recent Washington sales meeting 
. of members of the Nation’s Business staff. 


a es ea oe : 


RIE payer cy, 
YGGAS 


uo ee 


er in terms of known ad invest-| Goss to PR Research Service | 
ments and sales. Edward W. Goss, public rela- | 
{ Preliminary production figures| tions consultant, has been named | 
| for the first half of 1953 show that | an account executive of Public Re- 
: 3,200,000 passenger cars have al-|lations Research Service, Pitts- 
ready rolled off the assembly lines, | burgh. 


4 


Get all the facts from 
REYNOLDS-FITZGERALD, Inc. 


Member Metropolifan Comic & Pacific Sunday Magazine Groups 


which is 1,000,000 more than were | 
produced in the same period of | 
1952. The 12-month total for ’52) 
was 4,337,443, so barring severe. 
cutbacks 1953 passenger car output 
should top last year’s by more than 
1,000,000 cars. (The auto industry | 
traditionally produces 60% of its, 
annual output in the first six. 
months of the year.) 
s Independent manufacturers are| 
not faring as well as they have in| 
the past few years. By the end of. 
June the Big Three—General Mot- | 
ors, Ford and Chrysler—had in-| 
creased their share of the pas-| 
senger car market to 89%; it was. 
86.5% a year ago. | 

The independents’ small share. 
(11%) of the market will be re- 
duced even further this month, ac- 
cording to an estimate by Automo- 
tive News. Kaiser and Nash ted 
shut down, and Hudson and Pack- | 
ard have cut back production; 
Studebaker and Willys both suf-_ 
fered production losses because of | 
a long supplier strike. As a result, | 
the Big Three will account for an) 
estimated 94% of last week’s total | 
car output. 


Continental Buys New Show 

Continental Baking Co., New) 
York, will sponsor a new five-day 
panel show, “Make Up Your 
Mind,” starting Aug. 17 over CBS) 
Radio, 11:30-11:45 a.m., EDT. This | 
program is a replacement for. 
“Grand Slam,” which Continental 
has presented in this time period 
for the last seven years. Ted Bates. 
& Co., New York, handles this ac- 
count. 


Gardner Promotes Two 


Champ C. Humphrey, executive 
on the Pet Milk account and v.p. 
of Gardner Advertising Co., New 
York and St. Louis, has been elec- 
ted to the board of directors. Oscar 
D. Norling, executive on the Ne- 
braska Consolidated Mills account, | 
has been elected a v.p. of the agen- 
cy. | 


‘Family Weekly’ Names Gilmer 

Jack Gilmer, formerly a space) 
salesman with The American’ 
Weekly, has been named advertis- 
ing manager of Family Weekly, a) 
Sunday newspaper section, which | 
will bow Sept. 13 in 28 newspapers. | 
Hugh K. Myers of Arcadia, Cal., 
has been named West Coast sales 
representative. 


Pepsi-Cola Selects Show 

Arlene Dahl will be mistress of 
ceremonies of the new “Pepsi-Cola 
Playhouse,” which will be tele- 
vised weekly over ABC starting 
Oct. 2 at 8:30 p.m., EST. Biow Co. 
is the agency. Earlier this year 
Pepsi-Cola presented a series of 
bi-weekly short film dramas over 
NBC-TV. 


WMTV Names Meeker TV 
WMTV, Madison, Wis., which 

started regular programming July 

19, has appointed Meeker TV to 


represent it nationally. 


peae ee og gee 


Henry P. Cowen, President of MacGregor Golf Co., Cincinna 


“Which 


“Jack Burke was teed off! 


“He was leading the Texas Open after 
two red-hot rounds. Then a souvenir- 
hound stole a custom-made 11-iron 
from his bag. Without that MacGregor 
‘Double Duty’ iron, he was in trouble! 

“He sent us a desperate telegram at 
Cincinnati. We called Air Express — 
and a duplicate club was in his hands 
the next morning! 

‘He went on to win the Texas Open 
and three more tournaments in quick 
succession. His new MacGregor 11-iron 
(6th from the right) was worth $8,000 
in prize money — thanks to Air Express! 


. 


club is worth $8,000?” 


“Jack and our other staff profession- 
als are the ‘proving ground’ for Mac- 
Gregor golf equipment. Keeping these 
famous players supplied as they move 
from tournament to tournament could 
be a tough job. But Air Express reaches 
them quickly—wherever they are. 


“Demands of tournament commit- 
tees, pro shops and retailers keep us 
calling on Air Express day in and day 
out. Air Express has never failed us. Yet 
costs on most of our shipments are 
actually /ower than other air services. 

“We save money by specifying the 
fastest service — Air Express!” 


ti, Ohio, asks an unusual question: 


It pays to express yourself clearly. 
Say Air Express! Division of Railway 
Express Agency. 


“SMP HOPES 


GETS THERE FIRST 
via U. §. Scheduled Airlines 
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New Markets Text Is | 


‘Battle of Approaches’ 


Mapison, W1s., July 22—In title, 
Henry H. Bakken’s 


Publishers Inc., Madison) sounds 
like just another’ introductory 
classroom classic. But it is far 
from it. 

Instead, what the University of 
Wisconsin professor has done is to 
develop his own theory of market- 
ing by going outside standard anal- 
ysis to borrow from such varying 
studies as law, early economic his- 
tory, current trade practice and in- 
stitutional economics. 

The result is a parade of widely 
differing viewpoints—what Prof. 
Bakken calls a “battle of the ap- 
proaches”—which makes his book 
considerably harder to follow than 
most marketing studies, and much 
more thought-provoking. Especial- 
ly stimulating is the presentation 
of the sharp differences between 
marketing and production econom- 
ics. 


GOVERNMENT PRINTS 
MARKET DATA BOOK 


WASHINGTON, July 22—Data re- 
quired to evaluate urban and farm 
markets have been compiled in 
“County & City Data Book, 1952,” 
published by the Department of 
Commerce. 

The 608-page, 9%4”x11%4” vol- 
ume is based on 1950 census find- 
ings. Data is broken down by coun- 
ties and standard metropolitan 
areas. Included are area and popu- 
lation, vital statistics, family in- 
come, education, size of the labor 
force, housing, retail trade and 
manufactures, agricultural pro- 
duction, income and equipment 
and local government financial in- 
formation. 

Maps showing counties, metro- 
politan areas and cities of 25,000 or 
more population are organized by 
states. 

The book, one of a series of sup~ 
plements to the “Statistical Ab- 
stract of the United States,” may 
be obtained from the Government 
Printing Office, Washington. Cost 
is $4.25 a copy. 


Joins Parsons & Whittemore 


Dr. Joseph E. Atchison, formerly 
head of the pulp and paper branch 
of the Economic Cooperation Ad- 
ministration, has joined Parsons & 
Whittemore, New York supplier of 
pulp, paper and machinery. Dr. 
Atchison, who will be senior pro- 
ject engineer, will be active in the 
company’s bagasse experimental 
work and in developing pulp and 
paper mills in various areas. 


resented nationally t 


HEADLEY-REED TV | 


‘sociated with Great Southern Life 


“Theory of) 
Markets and Marketing” (Mimir| 


tions in the Houston office and to ‘appear in a series of ads for 


\ties Corp., Salt Lake City, has, copy in Family Circle, Modern 
been appointed sales director of Romances, Parade, This Week 
KDYL and KDYL-TV, Salt Lake Magazine and True Story. Ap- 
City. proximately 800 newspapers also 
'will be used. Buchanan-Thomas 
Advertising Co., Omaha, is the 
|agency. 


Great Southern Boosts Sexton 
William Sexton, since 1923 as- 


Insurance Co., Houston, has been 
promoted to public relations direc- 
tor. In his new post, Mr. Sexton 
will head a new department, han- 
dling advertising and public rela- 


Kaye Boosts Jolly Time Corn 


American Pop Corn Co., Sioux 
City, Ia., has signed Danny Kaye 


Grocers’ Corp. Boosts Ryan 
offices throughout Texas, Okla-| Jojjy Time Pop Corn. Color ad| John M. Ryan, associated with 
homa, New Mexico and Louisiana. | 


'schedules include Better Homes & the advertising and sales promo- 
Clawson Heads KDYL Sales dies’ Home Journal, The Saturday 
Douglas R. Clawson, formerly Evening Post and Sunset Maga- 


\ ; tising manager of Consolidated 
assistant manager of Zion’s Securi- | zine. Mr. Kaye will appear in b&w 


Grocers Corp., Chicago. 


| 


ET 
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WSAZ Promotes C. T. Garten 


C. T. Garten, station manager 
of WSAZ, Huntington, W. Va., has 
been promoted to assistant general 
manager of WSAZ Inc. Mr. Garten 
will continue as station manager 
and, in addition, will supervise 
operations of WSAZ-TV. 


Alcorn to Beeson-Reichert 
Dale J. Alcorn, formerly asso- 


Gardens, Good Housekeeping, La- tion department since 1951, has ciated with Farson, Huff & North- 
| been promoted to assistant adver- lich, Cincinnati agency, has joined 


the staff of Beeson-Reichert, To- 
ledo, as an account executive. 


o~ 


Chilton’'s editorial excellence § 
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Grubb & Co. Alters Name 


facturer. Mr. Mellen will be lo- 


Edward Grubb & Co., Minne-|cated at North Hollywood, Cal., 


apolis agency, has changed its| where the company has production | 


| 


name to Grubb-Cleland Co. John facilities. 


H. Cleland, formerly associated 
with Addison Lewis Co. Min- 
neapolis, has become a partner. 


Mellen Joins Honey Harbour 
DeForest Mellen, formerly a San 
Francisco manufacturers’ repre- 
sentative, has been appointed ex- 
ecutive v.p. and national sales 
manager for Honey Harbour Co., 
Washington, Conn., soap manu- 


Joins Frontier Industries 


William B. Tanner, formerly 
advertising manager of Aerovox 
Corp., Bedford, Mass., has been 
appointed advertising manager of 
Frontier Industries Inc., Buffalo. 
Mr. Tanner also will handle pro- 
motion for Fairmount Tool & Forg- 
ing Inc., Cleveland, a Frontier 


subsidiary. 


Olin Plans Record 
Drive to Introduce 
half-page four-color ads in Col- 


| Flashlight Battery _lier’s, Look and The Saturday Eve- 


New HAvEN, July 22—A new ning Post, followed by five b&w 
flashlight battery, featuring aj|quarter-pages in Collier's and 
chemical sealant which prevents|Look, and seven quarter-pages in 
leakage under normal use, will be| The Saturday Evening Post. 
‘introduced next month by the 
“largest ad budget ever provided” 
‘by the electrical division of Olin 
Industries. 


gin in August, followed by a con- 
sumer schedule in September. The 
consumer campaign will open with 


® In addition, fractional bew pages 
will be used in Boy’s Life, Coun- 
try Gentleman, Farm Journal, 


is all-important to advertisers 


We, at Chilton, know that the better we serve our 
readers, the better we serve our advertisers. That's why 
the maintenance of editorial excellence is the first 
concern of every Chilton editor. 


Editorial integrity is the base on which Chilton builds 
editorial excellence. To keep faith with our readers, 
we measure our editorial pages by this yardstick: ''Is 
this what our readers expect to find in a Chilton 
publication?" 


Readers know they find what they want in Chilton pub- 
lications: the facts, figures, and news vital to their 
business. And they know what they read in Chilton 
publications is both authentic and timely. This sustained 
reader interest and reader confidence explains why so 
many advertisers find Chilton publications the ideal 
atmosphere for advertising their products and services. 


AK MI M MA My 


COMPANY 


Coa 


CHILTON 


(in CORPORATED) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. a 


THE IRON AGE . 
HARDWARE WORLD * 


HARDWARE AGE * 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY . 


AUTOMOTIVE INDUSTRIES @ 


THE SPECTATOR 


MOTOR AGE 
DEPARTMENT STORE ECONOMIST ° 


100 E. 42nd Street 
New York 17, N. Y. 


* COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 

THE JEWELERS’ CIRCULAR-KEYSTONE 
@ DISTRIBUTION AGE 


Advertising to the trade will be-| 


STANDS UP—Holbert Bros., Onamia, Minn., 
has designed a plastic container for maple 
syrup which stands up and pours like a 
pitcher. Initially, the bags will be made for 
use by restaurants and hotels. Later, other 
manufacturers will be licensed to make 
them for consumer use. Olmsted & Foley, 
Minneapolis, has been named to handle 
advertising for the product. 


Outdoor Life and True. 

Business publications, which will 
carry 66 insertions, pages or 
spreads, include American Drug- 
gist, Drug Topics, Gasoline Retailer, 
Hardware Age, Hardware & House- 
wares, Hardware Retailer, Modern 
Railroads, Southern Hardware, Su- 
per Service Station, The Retail 
Tobacconist and The Sporting 
Goods Dealer. 

Point of purchase and other dis- 
play and merchandising aids will 
be available to retailers. 

D’Arcy Advertising Co., 
York, is the agency. 


Omaha Ad Club Elects 

Edwin C. Shafer, Union Pacific 
Railroad, Omaha, has been elected 
president of the Omaha Advertis- 
ing Club. Other officers elected are 
| Lyle DeMoss, WOW and WOW-TV, 
Ist v.p.; William S. Hutcheson, 
Hutcheson Display Co., 2nd v.p., 
and John J. Henry, Better Busi- 
ness Bureau of Omaha Inc., secre- 
tary-treasurer. 


Luboviski Joins Union Oil 
Jerry Luboviski, formerly public 
relations representative of the 
Western Oil & Gas Assn., has been 
named assistant to the v.p. of pub- 
lic relations and advertising, Union 
Oil Co. of California, Los Angeles. 


Kelly Plow to Peter Wolf 

G. A. Kelly Plow Co., Longview, 
Tex., maker of tractor-drawn farm 
implements, has named Peter T. 
Wolf & Associates, Longview, to 
handle its advertising. 


New 


R 
A pocket full of posies 

Last one down’s a cry-baby! 
The KMBC-KFRM Team has 
welded a ring around the 
“rosy” Heart of America. And 
the pockets full of posies are 
the nice green-backed kind that 
always look good in the 
pockets and purses of 
advertisers who use The Team. 


If your sales are down and 

you feel just a little like 

weeping, call KMBC-KFRM, 

Kansas City, or your nearest 
Free & Peters office, for time 

” availabilities on The Team. 

The folks who can fill 

your pocket with posies in the 

great Kansas City Trade Area 

aren‘t crying—they’re too 

busy buying the things 

they hear about on 

the radio station they 

listen to most... 


KMBC,,,.25 
KFRM 


¢ 
© rapio For THE HEART OF AMER 


<* 


ia ie - a alan Cia badtetu Ry Pe yo, eet oS ager parece % ah by “aig Od ok ter ge eI ey crores a 4, >. - Bis OP Neg gt ty Ae ee Raat ain Cy a ee 3 Fs th eee 4% Sea hide Ae Ba Ae a I ae Ce TI a fi Thin CA Sipe ss NF 
f ee ass Mae AN Ripe oye te Sa. ices ig: Ta Sa ee 3 Sy ale Fre n at re WP 2 Te bietnes Fe Mme ie MoE Siaaes icky, Sy RR ry th eee es te e ‘ . ai =< Pe ie eS Famed pe wae Erne einer ca te 25 nas a Jats make Wieiha! eeaiat a Secs ee eat ae Oar ck ee eS is as ag 
aan <P ie Ya : so aR ST cL, te aR 5 ed hkl Sy BRAC eae ner aa | 1 Rees i a a Rar vt LORE Wp ug Bion ee 7 EER. pend Bt AS chee aR ee aL nag Ra mee UT aera 2 ANS epee eee eae ae crag) no Ne ee peer ET WN Bend ESM Py 
Raper es 2 esas 1 Sacer 5 Sag a: Re Shoes SS ae Nem So eG a eee ee ae ee ag nk Cee eal yee Ck kot 
2 OE NGS she ar ae a \ Bee. eR SR rele eB ish ae sigh WS Ly 7 ee a Oo NRE Ny et hy Mo, ee Bee RN? ok a ee ae hy ae cae es as ee re 
sh, Se eS ee eae ne ee Pein ~ i + — 3 ‘ * : ¥ . Re Man 
Mts ; , ‘ ‘ “a2 sine 
ved ofp ried erp ny 9 Se . 
as e EAE Te een Om el ae 
‘al ! ge gist eg hale it ty 
en eS Ye : 
er a ae 
os . 
se | ee 2 ~se “a 
4 ‘ ™ a 
' : ce " . 
; ¢ a \ "1 
O- aioe ‘ wh 
h- ; a 7 
ed ; mm gS d xy 
o- ican tet, * 7 o 
| = Pe mf 
= , ey. = 
j - 6228 “ ’ 
is ele aa aaaaapaanaaaiiticinianntaielidisiatieainndnnNNR iE es ; 
- ee iz 
Pe ‘ a 
ne sz. * 
a ‘ } 
| > MMOS BN. 
se 
| mee 
. ‘ F. 
| Hl | Pee 
ie) é aa a3 
mf Bi ves 
. eo 
| aD ee he 
‘ pecially 
| | ‘ 
| | % 
iS as 
; Bees: 
e , 
ey 
4 ; 
‘ We Rete 
4 rs ee ite 
Ear 
D aa 
ee 
' Ean eat 
. Bes 
{ ed : 
| Ke, 
ae 
. eae 
/ SRN yess” 
, ae 
Pesce 
‘ Stee 
Sane Se ae 
| ‘ 
| f a 
| ae iets 
| Ao res 
hea 
pays 
ice 
| ere 
cfs 
Pie ae 
oy 
ae 
ey 
oe +i 
= em o%, ei 
} >) z (4 3 7 Zs cs 
| . AZ La < ay a, z *- 2 
'S. o— ee 
| yj // , ‘e : eee 
} // q Lan Yi 
[his 44a « 
| | ih AP 
| 1 lh y i 
i cee if er a | iBeo fe Sate 
1 ; - | By ‘ ee 
: ADR KG | J oe 
| SS XX Al vay 
| A sary Rang. 
: FU. \ ee 
\ \ Bae fle 
| \ ed 
e | , at eee 
| | Bisuegs, 
| : ; 
} 
| TEN 
{ 
| {0} Z 
| | 
= 
| | oe . 
| | |e | 
| | 1M 
| 1s, i 
| | } / , 
ag | 
| | We shiee 
| | y, ai 
| | | 
| AY r 
| Eee 
| l a» ees 
| | ( i 
| eis 
| a 
y Sea 
» ; ; i f Fhe 
the he an, Td = . + . A at ~ : x . > 7 is «45 a - ris ae : iis, ie. : _ - eh = a: ch a! SEL re “ie ne! ae ¥ ee : Piece te CS 
: Wy ee a By ig Callies tes xt ai t i rt , : RAT re ‘ a phan “o F Pe Seta : > 3 "i . aes a x : : F é eee .% ‘ sear CS ea os aa 


52 


Y/ 


FOR QUANTITY BUYERS | 
THE ARTKRAFT® SIGN CO. 
Division of 


Arthroft® 
900 Kibby St., Lime, Ohio, U.S.A. 
*Trademerks Reg. U.S. Pet. Of. 


SIGNS OF LONG LIFE \Joins American Brake Shoe 
John Durand, formerly advertis- | 
ing manager of Puritan Co., Ro- 
'chester brake fluid manufacturer, 
‘has been appointed advertising 
|/manager of the Brakeblok division 
'of American Brake Shoe Co., De-| 


troit. 


‘Department Store Sales... 


Sales Break Slump, Show 11% Gain 


WASHINGTON, July 21—U.S. de- | ahead of 1952 sales, while for the 


| partment store sales in the week) | year to date (27 weeks) they were 


( WHBF IS NOW CRS} | 


FOR THE QUAD-CITIES | 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


_, WHBF 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
"Represented by Avery Knodet. Inc. 


| serve Board. 


'mer decline. 


Partly responsible for the gain 
‘over last year was the fact that 
sales in the comparable week of 
52 were cut down by the televised 
Republican convention, which kept 
many shoppers at home. More im- 
portant in producing what was an 
| unusually big sales week for July 
were temperate weather and clear- 
ance and special sales. 
For the four weeks ended July 
11, the big retailers were 7% 


‘ended July 11 were 11% above) | 5% ahead of last year. 
those in the corresponding week of 


1952, according to the Federal Re- been spread fairly evenly over the 


The increase for this year has 


‘country, except for the New York 


Federal Reserve 
District, Area, and City 


UNITED STATES ............ 

Boston District ................ 
Metropolitan Area 
Lowell-Lawrence ........ 
Cities 
Downtown Boston .... 
Springfield  ................00 
PFOVIGOTICE cccccesecneccscoses 

New York District ........ 
Metropolitan Area 
Buffalo 


IID sasscsnccestpernesince uy 
Cities 
MID icicccostacecocsnenian 


Also, the big stores’ sales volume and Richmond districts, both of 
/index figure of 92 was 16% above 
the volume recorded in the five-year. 
day previous week ended July 4,) 
thus reversing a three-week sum- 


which showed no gain over last 


% Change from °52 
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DEPARTMENT STORE 
SALES INDEX 


1947. 4? equals 10¢ 


Week to July 11, ’53*..p92 

Week to July 12, ’52*....83 

Week to July 4, ’53*....79  § 
Week to July 5, ’52*....79 |) 
Week to June 27, ’53*....94 }- 
Week to June 28, ’52*...91 [F 
*Not seasonally adjusted. i 
pPreliminary. ; 


Week Ended 
June July July) 

27 4 11 

3 ro 11. 

9 5 3 

4 15 7 

7 9 

1l 7 1 

11 0 

8 12 

10 =ril0 

14 21 1 

§ ri2 

7 11 


Tony Bronzo, ~~ Beck, Nick Babladelis 


WE ARE SENDING THESE 
THREE YOUNG MEN TO COLLEGE 


t was a nice warm day in early spring. 

March 16, 1953 to be exact. In the 
beautiful Rackham Memorial Audito- 
rium in Ann Arbor, Mich., a thousand 
students from the campus were waiting 
to hear a debate. 

Five young men and one young 
woman from Michigan High Schools 
were poised to debate the question: 
“Resolved that the Atlantic Pact Na- 
tions Should Form a Federal Union.” 
The prize . . . the annual Detroit Free 
Press $2500 scholarship awards. 

After an hour of brilliant forensic 
display, to Jon Beck of Lansing, Mich., 
went the first prize of $1200; to Tony 
Bronzo of Flint, Mich., $800, and to 
Nick Babladelis of Manistique, Mich., 
the third prize of $500. Jon and Tony 
will go to the University of Michigan, 
and Nick to Michigan State with the 
funds provided by these scholarships. 


This debate is part of an annual 
program of co-operation and sponsor- 
ship by The Detroit Free Press with the 
students, teachers and debate coaches 
of some three hundred Michigan high 
schools . . . a program that has been 
carried on continuously since 1923. This 
debate program is now the largest of its 
kind in America, 

On March 24, 1953, the Michigan 
Legislature passed a resolution thanking 
The Detroit Free Press and its pub- 
lisher, John S. Knight, for their un- 
selfish devotion to the promotion of 
speech activities among the young peo- 
ple of the state. To quote: 

“It is the sense of Legislature of the State of 
Michigan that the art of debating is one 
of the most worthwhile school activities and 
one which should be encouraged, for it 
exemplifies the spirited exchange of ideas, 


the rational judging of varying points of 
view, and the resolution of conflicting 
interests by mind rather than by force and 
violence, all of which is the essence of this 
great democracy which is the United States 
of America.” 

It.is an enormous responsibility to 
publish a newspaper like the Detroit 
Free Press. Primarily its function is to 
print news ably, accurately, attractively. 
But we believe another and equally im- 
portant function is to serve our com- 
munity and state to the best of our 
ability. By entering into a project like 
this debating program we believe we are 
rendering a worthy public service in 
encouraging our young people to be- 
come better and abler citizens . . . the 
young people who are tomorrow's 
makers of America . . . tomorrow's 
customers for our merchants and our 
manufacturers. 


The Detroit Hree Press 


“AMERICA'S MOST INTERESTING NEWSPAPER” 
John $. Knight, Publisher 
STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


PC )) vanennre 9 ril2 7 
Philadelphia District .... 9 15 17 
City 

Philadelphia ................... 4 19 14 
| Cleveland District ........ 4 r—4 16 
| Metropolitan Area 
Akron o0 —7 6 
| Cincinnati 0 —5 17 
Columbus 7 —5 17 
Toledo 3 —14 8 
i “aR 10 —4 22 
| Cities 
CS ee 3-89 2 
INI ioscccenrcacccssvesies 3 3 11 
| Richmond District ........ _? r6 6 
| Metropolitan Area 
| Washington ...........000.. 2 7 9 
} Downtown Washing- 

MOU Scahceiapdictinctassssnssosenss —2 10 5 
Baltimore ....... 6 8 6 
Richmond 1 8 1 

| Atlanta District .............. —Iii r 12 
| Metropolitan Area 
Birmingham ................ —ll1 | 13 

Jacksonville ................. —27 —9 1 

Miami 19 

Atlanta ... 5 
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Chicago District ............ 5 0 17 
Metropolitan Area 
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Indianapolis .................. --2 13 9 
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Metropolitan Area 

Denver 0 6 

Topeka 15 

Wichita 6 
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Oklahoma City ............—8 —15 —2 
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Kansas City .......... —5 —20 11 
Dallas District ................ 1 —12 6 
Metropolitan Area 

IE -sidabiieysavinavcstenisservsie —1 —12 12 

Be ID. Sisticsnstavedsonceseseies —9 —12 4 

Fort Worth .........00000.. —-2 —14 —3 

NI, artis varnvenssacass 8 —14 7 
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San Francisco District ..§ —1I —4 9 
Metropolitan Area 
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| 
W. E. Long Boosts Middleton 


| Bette L. Middleton, copywriter 
‘for W. E. Long Co., bakery adver- 
tising consultant, has been pro- 
_moted to assist John A. Dunn, new 
creative director of the advertising 
| division. 


‘Stattord to Ryan Industries 


C. T. Stafford, formerly sales 
,and advertising manager of Durke- 
Atwood Co., Minneapolis, has been 
|appointed general sales manager 
of Ryan Industries, Hopkins, Minn., 
manufacturer of upright freezers. 


Agency Opens N. Y. Branch 

John Philips Advertising Co., 
Bloomfield, N. J., has opened a 
New York branch at 550 Fifth 
Ave. Joseph W. Sarno will head 
the new office. 


‘Tron & Steel Engineer’ Rates Up 


Iron & Steel Engineer, Pitts- 
burgh, has increased its advertis- 
ling rates. A page, one time, has 
;gone from $220 to $265. 
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Let's Be Equitable: 
That's WOR’s Angle 


in Audience Hassle 


NEw York, July 23—WOR is all 
for comparing media if it is done 
on an “equitable basis.” 

Robert M. Hoffmann, research 
director of the radio station, this 


week charged that this specifica-_ 


tion was not met in Life’s recent 
four-media evaluation presenta- 
tion (AA, June 15). This Alfred 
Politz study compared the audi- 
ence reached by a single issue of 
Life with audiences reached by in- 
dividual radio and television pro- 
grams. 

Mr. Hoffman suggested that a 
more proper basis for comparison 
is weekly radio circulation against 
magazine circulation. Playing the 
we’re-bigger-than-you) game by 
this set of rules, WOR submits a 


Names Conaway & Klaner 


Family Digest for Better Health, 
a new publication distributed ex- 
clusively through drugstores and 
scheduled to bow in October, has 
| named Conaway & Klaner, Los 
Angeles, San Francisco and Port- 


land, to represent it in the 11 west-| 4 


ern states. 

‘Men's Wear’ Boosts Rates 
Men’s Wear, a Fairchild publica- 

‘tion, has increased its advertising 

‘rates approximately 11%. A b&w 

page, one time, will go from $435 

to $500. All contracts dated prior 


| 
| 


at the old rates until expiration 
date. 


Agency Changes Name 

| Advertising Counselors, Boston, 
has changed its name to Burvill & 
Cox. The seven-year-old agency 
now bears the names of its princi- 
pals and founders, Clifford L. 


to July 15, 1953, will be honored | 


_ROBERT L. STURGIS, formerly advertising 
| supervisor of all cereals at General Mills 
Inc., Mi polis, has j d Addison Lewis 


advertising for New England Sur- 
plus Sales, Newburyport, Mass. 
Mail order media are being used 
for the company’s automotive 


the trade. 


products for both consumers and 


3 Join Witherspoon & Ridings 


Irvin Farman and Frank Bur-. 


kett, formerly with the Fort Worth 
Star-Telegram, and Anne Ryan, 
previously with Time and Life, 
have joined the staff of Wither- 
spoon & Ridings, Dallas and Fort 
Worth public relations consultant. 


McHugh Gets Dairy Account 

| Phil D. McHugh Co., Los Ange- 
‘les, has been named to handle ad- 
vertising for Anderson Dairy, Las 


| Vegas. Newspapers, radio and tele- 


vision will be used. 


Co., Minneapolis, as an account executive, | 


effective Aug. 3. 


| 


| Central Adds Account 


Central Advertising Service, 


_Lovick Gets Richardson 
| Effective Aug. 1, James Lovick 


& Co., Toronto, will handle adver-|@ 


‘tising for James Richardson & Son, 


ri ichard C. Cox Jr. 
weekly audience for itself of 1,- Burvill and Richa 


| Boston, has been named to handle ! Toronto financial house. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 
FARMER 


Dakotas Own 5 


“ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertising Manager 


903,109 families in the New York 
area—or, by the station’s figures, 
“more than the combined circula- | 
tion of Woman’s Day, Life, Ladies’ 
Home Journal and Family Circle 
in this same area.” 


| 
j 


s The WOR figures are from the 
spring study of the Standard Audit | 
& Measurement Services; the mag- | 
azine data are based on the latest | 
county-by-county breakdowns) 
provided by the individual publi- | 
cations. The radio study counted | 
the families that listened to WOR 
one or more times a week, whether | 
they listened in the daytime or at 
night. 

“There is nothing wrong in com- 
paring media,’ Mr. Hoffman said. | 
“But only by measuring magazine | 
circulation against the weekly au- 
dience of a station can the true au-| 
dience of each media be evaluated | 
properly. The practice of stacking | 
up the circulation of magazines 
against the audience for a partic- 
ular radio or television program is 
obviously an inequitable compari- 
son.” 


Ebasco Suggests Agency 


Ebasco Services Inc., New York 
engineering and management con- 
sultant, has recommended that the 
upper peninsula of Michigan get 
an advertising and research agency | 
to promote its industries and rec- | 
reational features. The report was 
made after a year of study by the 
consultant for the Michigan Econ- | 
omic Development Department, 422, 
W. Michigan Ave., Lansing, Mich. | 


‘Nursing’ Boosts Rates 


American Journal of Nursing, 
effective Jan. 1, 1954, will boost its 
advertising rates by 10%. Current | 
circulation is 132,000, a 14% in-. 
crease over the 115,000 circulation 
on which current advertising rates 
are based. A combination discount 
of 5% for equivalent space in the 
journal and in Nursing Outlook is 
offered. Nursing Outlook ad rates | 
have not been changed. 


NBC-TV Adds Outlets 


National Broadcasting Co. with 
the opening of three new TV sta- 
tions in California will have 21 
western division TV affiliates. The 
stations are KEYT, Santa Barbara, 
which began operations July 25, 
KSFD-TV, San Diego, and KERO- 
TV. Bakersfield, both of which 
are scheduled to go on the air in 
September. 


SOME 


Ad Council Names Directors 


Allan M. Wilson and George P. 
Ludlam, v.p.s of the Advertising 
Council, have been appointed di- 
rectors-at-large ex officio. Mr. 
Wilson joined the council in 1943 
as assistant to the president, and 
Mr. Ludlam joined as director of 
radio in 1945. Both were named 
v.p.s in 1947. 


that is why... 


Stensgaard Names Hahn 


Dane F. Hahn, formerly v.p. in 
charge of sales for Nolde & Horst 
Co., has been named manager of 
the eastern division of W. L. Stens- 
gaard & Associates. He will head- 
quarter in New York. 


OTHER 


More often than not the simplest and most 
successful selling ideas stem from modern design. 
That is why House & HoMe’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design, 


house-+home 


IS READ BY THE BUILDERS 
BUILDERS FOLLOW 


BODY’S GOT TO BE 


4. 


Copyright, Time Inc., 1953 
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NBC Adds Two AM Siations 
WPNF, Brevard, N. C., an 


‘ This Week in Washington 


bes nA rep Bren F dene will | r] 4 
affili -| 
atfiliate with National Broadcast: Mayy Bans Red CU, Then Retracts 


brings the radio network to 209 
outlets. 


Klein Joins Waterston & Fried. . - 
Myron H. (Mike) Klein, former- | 4 bit hard to believe, but last week 


ly with Admiral Advertising Agen- the 3,000 employes of the Naval 


By Stanley E. Cohen 
Washington Editor 


| The Justice Department denied | 
|Consumers Union is on its subver- | 


‘promptly withdrawn by 
ward I. Woodyard, commander of 


WasHINcTON, July 23—It may be sive list and the circular was. 
Capt. Ed- ¢ 


| 


cy, New York, has been named an Ordnance Laboratory, many of the laboratory, who said he has no. 


account executive for Waterston & them highly skilled scientists, were 
Fried, New York. warned that their jobs are in dan- 
‘ger if they subscribe to Consumers 
Crowley to KVTV, Sioux City Union of the U.S. or its publica- 
Ward Crowley, formerly associ- tion “Consumer Reports.” 
ated with KGHL, Billings, Mont.,, The warning, labeled “restricted 
has been named to the sales staff. security information,” origi- 
of KVTV, Sioux City, Ia. ‘nated with the administrative of- 
ficer of the installation, Cmdr. H. 
C. Wessling. He said he understood 
the outfit is Communist dominated 
and on the Attorney General’s list 
of subversive organizations. 
| He also told the Washington 
|Post “several druggists have told 
|me they [Consumers Union] are 
| against ‘fair trade’.” 


PUT YOUR COPY IN OVERALLS 


Keep it down to earth—talk the 
lan, e of the man on the street 
or farm. I can write buckeye copy. 


“That Tel low Wott ‘ St 


Lee P. Bott, jr, 64 E. Jackson, Chicage 


THE BRANDS 
CANADIANS PREFER 


Sd I 
iC 


Compiled by 
CANADIAN 
OPINION CO. 
and Published by 


The 1953 Canadian Consumer Survey of Brand 
Preference of over 225 products, including 
groceries, drugs, appliances, automotive (gas, 
oil), clothing, etc., will be published Sept. 30th. 


This survey covers 62 cities from Newfound- 
land to British Columbia, and includes City, 
Provincial and Dominion breakdowns. 


All Brands with at least an indicated 1% of 
National Preference will be listed. 


For your copy write to Canadian Daily Newspapers Association, 
55 University Avenue, Toronto, Canada, enclosing $5.00 in 
cheque or money order. 


CANADIAN DAILY NEWSPAPERS ASSOCIATION 


1. H. MACDONALD, General Manager 
55 UNIVERSITY AVE., TORONTO 


intention of investigating anyone 
who reads “Consumer Reports.” 

_ “As a matter of fact,” he said, 
“I subscribed to it myself until 
two years ago, took their recom- 
/mendations and bought an auto- 
mobile and was very satisfied.” 

e * * 

| Democrats were careful last 
week to establish the cuts in ap- 
|propriations for the Voice 
| America as a possible campaign is- 
sue for the future. 

Overseas Information took a 
| fearful beating in the House, end- 
,ing up with about $50,000,000 of 
usable funds compared with $87,- 
(000,000 requested by President 
Eisenhower and $114,000,000 by 
| former President Truman. 
| Rep. John Rooney (D., N.Y.), 
|\ranking minority member of the 
| appropriations group handling 
| Voice funds, sought unsuccessfully 
to restore $20,000,000. 
| He accused Republicans of sabo- 
|taging President Eisenhower’s 
| plans for a strong Overseas Infor- 
mation program. In the course of 
‘debate, he said Dr. Robert John- 
son had made a careful survey of 
|the needs of the program. The 
| real reason he decided to return to 
| Temple University, Rep. Rooney 
| contended, is that the majority on 
|the appropriations committee re- 
‘fused to cooperate. 


| * e . 


| 


Some time before the summer is 
|over, the population of the U.S. 
| will pass the 160,000,000 mark. On 
'June 1, according to the Census 
|Bureau, the national population, 
}including the Armed Forces over- 
|seas, was 159,473,000. This is an 


| 
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Pulse Inc. Radio Ratings 
In 18 Major Markets: May 1-7, June 1-9, 1953 


EVENING 
Program an Edgar Bergen and Junior Miss (Hudnut, CBS) 6.3 
Jack Benny (Lucky Strike, CBS) ............ 8.2 Bob Hawk (Camel, CBS) .................. 5.9 
Amos ‘n’ Andy and Richard Diamond Dragnet (Chesterfield, NSC) .............. 5.9 
Re AS re 7.6 Fibber McGee & Molly 
Lux Summer Theater (CBS) .......-......-- 7.5| (Reynolds Metals, NBC) ................ 5.8 
My Little Margie (Philip Morris, CBS) ....6.7| Phil Harris-Alice Faye (RCA, NBC) ........ 5.8 
roucho Marx (DeSoto-Plymouth, NBC) ....6.4 
DAYTIME 
Arthur Godfrey (Several sponsors, CBS) ...... 7.1, Grand Slam (Continental Baking, CBS) ...... 6.6 
Helen Trent (American Home Products, CBS) .7.1 Guiding Light (P&G, CBS) ................ 6.6 
Ma Perkins (P&G, CBS) .........ceeccces 7.0 Young Dr. Malone (P&G, CBS) ............ 6.6 
Our Gal Sunday (American Perry Mason (P&G, CBS) ............200. 6.5 
Home Products, CBS) ....ccccccsccsccecs Fe ee Gs EE 6.4.6 co 6 toes dpcsseces 6.5 
Rand of Lite (PEG, CRB) on csc cc ccceccees 6.9 | Second Mrs. Burton (General Foods, CBS) ...6.5 
Auk Sommy Chaves, GEE) occ cccsccscecescs 6.7 | Wendy Warren (General Foods, CBS) ........ 6.5 


SATURDAY-SUNDAY DAYTIME 


Stars Over Hollywood (Carnation, CBS) ...... 4.3 


Grand Central Station (Cream of Wheat, CBS) 33 


Theater of Today (Armstrong, CBS) ........ 4.2 Give and Take (Cannon Mills, CBS) ........ 7 
| The Shadow (Wildroot, Mutual) ............ 4.0; Fun For All (Toni, CBS) .................. 3.5 
True Detective Mysteries (Motorola, Mutuai) ..3.9| Music with the Girls (Hormel, CBS) ........ 3.4 
City Hospital (Carter Products, CBS) ........ 3.8 | Counterspy (Gulf, NBC) ................2-. 3.3 


|increase of 8,341,000 since April 1, | 


census. 
* s * 
Republicans who have _ taken 


| Gre trying to talk themselves into 


that have been tripped in the press 
and at business meetings, the vari- 
ous economic indicators fail 
register any downtrend of signifi- 
cance in business activity. 
| In fact. the first half of 1953 was 
a wonderfully prosperous period. 
Production during the second quar- 
|ter continued to rise both in dol- 
terms. Aggregate 


|lars and real 


1950, the date of the last general | 


over direction of the government | 
sometimes fear that business men. 


a depression. Despite all the alarms | 


to. 


personal income was up, though 


|agricultural income was off. 


Officials are not saying that the 


|seller’s market is still here, but 
|they feel there are plenty of op- 


production 


than the corresponding period of 
last year. Admittedly this involves 
more sales effort, particularly for 
household appliances, where the 
cream was long ago removed from 
the market. 


* + * 
The Federal Communications 


|bersome priority system which 
was used during the past year to} 
give non-TV areas the first crack | 
at the TV construction permits | 
now being distributed. | 

The commission feels that most | 
major areas already are assured of 
some TV _ service, and it has 
adopted an entirely new priority 
plan designed to get additional 
stations into “under-served” cities. | 

In this new plan the commission 
staff is expected to give attention 
to certain large cities that have 
been limping along with a single 
TV station. Cities that will come. 
to the head of the line under this 


|\Commission has put aside the cum- | 


| portunities for those who try to. 
sell. During the first half of 1953, 
of automobiles and. 
durables amounted to 40% more. 


| 


plan are St. Louis, Pittsburgh, 
Miami, Buffalo, Milwaukee, Hous- 
ton, New Orleans, Seattle, Provi- 
dence, Indianapolis, Memphis, 
Richmond, Jacksonville, Tulsa and 
Nashville. 


Sen. Ed Johnson (D., Colo.) has 
abandoned hope of passing his bill 
on baseball telecasting this year. 
Now that broadcasters have final- 
ly sensed what the bill would do 
to sports coverage, opposition has 
become too severe to permit the 
bill to slip rapidly through. 

Sen. Johnson, who loves both 
baseball and TV, says he still feels 


baseball needs protection from the | 


competition of its own telecasts. He 
expects to have new proposals 
when Congress reassembles next 
year. 


‘Markets’ Alters Issue Date 
Standard Rate & Data Service, 
Evanston, IIl., publisher of Con- 
sumer Markets, annual market 
data sourcebook, has changed the 


‘date of its publication. Effective 
‘with the next 


issue, Consumer 
Markets will be published in May 
instead of September, the former 
publication date. The new date 
will enable the publication to base 
its data on figures and estimates 


i\for the full year’s figure five 


months earlier, and provide the 
data within four months after the 
close of the year. 


KGO Boosts Smith, Thomas 
Edward Smith, art director of 

KGO, San Francisco, has been pro- 

moted to production director of 


| KGO-TV, a new post. Cal Thomas, 


assistant art director, will succeed 


| Mr. Smith. 


THE BIG SWITCH... 


ZA 


.. 1S TO “INSTANT” COFFEE 


St. Paul’s coffee drinkers 


are steadily establishing a trend 


in favor of “instant” coffee, according to the 1953 St. Paul 
Consumer Analysis Survey. Figures show that in 1951, instant 
coffee was purchased by 10.8% of the coffee users in the St. 


Paul market. The 1953 figure is almost double .. . 


20.8%. This year’s figures also 


an impressive 
reveal that one of the brands, 


Maxwell House, jumped from a 3.1% preference in 1952 to 
an amazing 39.2% consumer preference rating just one year 


later. Here are the figures . 
Analysis Survey. 


.. from the 1953 St. Paul Consumer 


INSTANT COFFEE BRAND PREFERENCE 


1953 1952 1951 
Maxwell House 39.2% 3.1% 3.8% 
Brand B 22.0 46.5 56.5 
Brand C 21.7 10.6 5.1 
Brand D 6.7 11.9 8.7 
Brand E 5.5 12.9 9.9 


It is more than mere coincidence that this switch to 
Maxwell House followed a huge advertising schedule last year 


in the St. Paul Dispatch-Pioneer 


Press, and serves to graphically 


illustrate the powerful selling force wielded by the only news- 
papers to blanket the St. Paul “half” of the Twin City market. 


For the complete St. Paul market story about instant 
coffee and hundreds of other major products, you will want your 
personal copy of the St. Paul Consumer Analysis Survey. Just 
contact your Ridder-Johns representative or write Consumer 
Analysis, Dept. B. 


Representatives 
RIDDER-JOHNS, INC. 
NEW YORK 
CHICAGO 
DETROIT 
MINNEAPOLIS 
ST. PAUL 


ST. PAUL 
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Reprinted from June 29th Advertising Age 


important barometer. 


Why Newspapers Are Picked 


One of the largest advertising agencies summed it up like this: 

“The degree of home readership would dictate greater consideration 
for products bought by housewives. Department store lineage and the 
character of this lineage would be a factor of consideration. In other 
words, although the paper might have a tremendous amount of 
department store lineage if it were weighted heavily toward basement 
items it would indicate a down-scale appeal and would be more de- 
sirable for price advantage items than it would for quality goods. 

“Advertiser acceptance and usage by the product category is an 
A paper’s leadership in grocery advertising 
lineage would make it basic on the list for a food advertiser.” 


Applying this reasoning to Washington, D.C. 


media buyers used 


17% million more lines 


in The Washington Star in 1952 


than in any other Washington newspaper 


media buyers’ data sheet 


Home 
Delivered 
Circulation 


The Washington Star leads with 174,544 daily. The next 
3 papers trail by 33,272, 38,696 and 92,987. The Sunday lead 
of The Star is still greater with 207,359. The next 2 Sunday 
papers trail by 54,629 and 67,328. The Star is the home 


delivered paper. 


1952 
Advertising 
Lineage 


The Washington Star led with 42,494,020 lines (fourth 
highest in the land). This was 17% million lines more than 
paper B; 19'% million lines more than paper C; 3034 million 
lines more than paper D. 


Department 
Store 
Lineage 


Department stores used 9,308,783 lines in The Star in 1952, 
more than twice as much as the next paper. By far the largest 
part of The Star’s department store lineage was for the 
upstairs departments. 


Grocery 
Lineage 


Drug and 
Cosmetics 


The Washington Star led all other papers in grocery lineage. 
Safeway Stores, for instance, used 416,672 lines in The Star 
as against 287,888 lines in the next paper. 


The Star’s lineage was more than 3 times as much as the 
drug and cosmetic lineage in any other Washington newspaper. 


Furniture 
Lineage 


‘The Star's lead over the next paper in this classification ex- 
ceeded 400,000 lines. 


Clothing 
and Shoes 


‘The Star published 1,826,363 more lines of clothing adver- 
tising then the next paper and 336,839 more lines of shoe 
advertising. 


Appliances, 
Radio, TV 


In these major classifications, too, The Star led by more than 
500,000 lines over the next newspaper. 


Other 
Classifications 


In Real Estate and practically every other major classification, 
The Star carries more advertising lineage than any other 
Washington newspaper. 


IN WASHINGTON, 


FOR 
WASHINGTON, D. C. 


These are some of the facts 
and figures that show why the 
stores and distributors that sell 
your products in Washington, 
D. C., consistently use more space 
in The Star than in any other 
newspaper in The Nation’s 
Capital. For the first 6 months 
of 1953 The Star had 42.7 of 
total advertising published in 
Washington’s four newspapers. 
Another significant fact to 


consider is this: 


LOWEST MILLINE RATE 


STAR TIMES-HERALD POST NEWS 
Daily: $2.51 $2.66 $2.84 $3.66 
Sunday: $2.19 $2.68  $2.785 


THE OVERWHELMING PREFERENCE IS FOR AN EVENING NEWSPAPER 


‘The Washington Star 


EVENING AND SUNDAY 


WASHINGTON, D.C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida. 
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Low-Calorie Soft Drink Sales Zoom 
While Fatties’ Waistlines Go Down 


John B. Manning 

New York, July 22—One of the 
sure signs of the lush U. S. econ- 
omy is the increasing worry of 
many of its citizens over their 
burgeoning waistlines. Diets, cal- 
orie counts, high protein are well 
ground into the public conscious- 


ness. Magazines carry diets; news- s The volume .of the sugarless | 


j 
| 
} 


papers carry diets. 
The latest business to ride the) 
weight-conscious trend to success 
is the carbonated beverage busi-. 
ness, which has some problems of) 
policy, production and packaging— | 
but apparently none so far as find- | 
ing customers is concerned. 
While soda pop sales are seem-| 
ingly soaring toward new records, | 
the industry is keeping a watchful | 
eye on the fast first lap turned in 
by the newest segment of the busi- 
ness—low-calorie drinks, which 
zoomed from zero to an estimated 
5,000,000 cases in one year. 


® The non-fattening drinks are 
not through the growing-pain 
stage yet. 

Unlike the major elements of the 
soft drink industry, the 50 to 75 
bottlers in the low-calorie field 
have no “S. O. P.” (standard oper- 
ating procedure) industrywise, and 
the American Bottlers of Carbon- 
ated Beverages, the industry asso- 
ciation, has failed to take a stand 
on the newcomer despite repeated 
requests from other bottlers for 
some sort of policy statement. 

Productionwise the major prob- 
lems are not in the manufacture of 
the sugarless drinks, but in their 
packaging. Most manufacturers or 
bottlers of low-calorie soft drinks 
are working full speed to meet de- 
mand and in most instances they 
have been fairly successful. 

But the run on glass, because of 
the fantastic volume of soft drinks 
produced and sold last year—and 
the expected new records to be 
set this year—has far exceeded the 
ability of the glass industry to pro- 
duce. 


\ 
# Since a majority of the sugar- 
less drink makers are newcomers 
to the field, or formerly were small 
companies with limited sales for 
their regular beverages, the de- 
mand for tremendous quantities 
of glass cannot be met, and the 
glass companies are prone to give 
their “old customers” top priority. | 

The “old customers,” makers of | 
the regular sugar sweetened soft | 
drinks, are the ones who set the 
1,043,825,000 case record in 1952, 
and expect to top this record in 
1953. Their demand for glass will 
be met first—and their demand has 
increased. 

The record set by the industry 
in 1952, which was an 8.5% in- 


"YONNE SAYS: —I KNOW | 
BAYONNE’S FAVORITE 


j fe 


FLOOR 
WAX 


Ask for this Grocery Store Inventory and other | 
fen-week surveys. | 


\ \ 
\ \ 
\ 


also | 
Send for Complete 10 Week Studies of | 
Margarine © Instant Coffee © Detergents 
Packaged Tea © Tea in Bags 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN: 


Conn.; 
|Brooklyn; Martin Beverage Co., 


ronx; Canada Dry Ginger Ale’ 


Inc., New York; Hoffman Beverage 
Co., Newark, and White Rock Bev- 
‘erage Co., New York. 

These by no means form a nu- 
| crease over the previous year, was | 
equal to 174 bottles of soda pop 
for every individual in the coun- 
try. The magnitude of this volume 
is clearer when it is understood 
\that when the industry refers to 
cases it means 24 bottles per case. 


largest bottlers in the sugarless 
field, but there are others too num- 
erous to mention. 


s Some of the new non-fattening 
drinks include Kirsch’s No-Cal, 
| Martin-Lo-Cal, Canada Dry’s Gla- 
mor, Cott’s Sugar-Free, and such 
drinks, which is expected to ap-| others as Nutrim, Dietonic, Slim 
proximate about 6,000,000 cases| Line, Di-et, Diet-Treet, and Cal- 
this year, obviously makes only a Free. 
little dent on the regular soft drink| Canada Dry surveyed the market 
sales volume. |for nine months before marketing 
Another problem facing the sug- Glamor. Now a strike at the plant 
arless beverages is the potential| has prevented distributing the new 
in the New York market, which is| line. 
the major outlet for the dietetic 
metropolitan New York area are | fattening drink was making a real 
Kirsch Beverages, Brooklyn, which | impression and not just “another 
bottles No-Cal, the top seller; Cott | fad.” 
Beverage Corp., New Haven,| 


The company explained that it, 
drink industry. The leaders in the | wanted to be certain that the non-. 


Schneider Beverage Co.,, that the sugarless soft drinks are,;the clock,” 


‘in 61% of the available outlets for 
soft drinks in the metropolitan area 
and that four out of five retailers 
believed there was a “permanent 
place for low-calorie drinks in the 
market.” 


merical advantage. They are the. 


® Canada Dry’s position is pres- 
ently one of “trying and testing 
and ironing out wrinkles,” but 
“this could easily become a perm- 
anent part of our operations,” a 
spokesman said. “Because our sur- 
vey showed a definite trend at the 
present time, we did not want to 
get caught with our bottle caps 
off,” he added. 

Considered the pioneer in the 
sugarless field, Kirsch Beverages 
introduced No-Cal last year in the 
hopes of selling an annual volume 
of 100,000 cases. 

However, the idea was hot and 
sales zoomed to the million mark, 
and Kirsch is expected to top 2,- 
500,000 cases this year. 

Since the success of No-Cal, 
| Kirsch has added five more flavors 


However, one survey revealed|to the line, is producing “around the 


Advertising Age, July 27, 1953 


“cannot completely 
‘catch up with the demand, but is 
gaining,” is outselling its regular 
line of sugar sweetened beverages 
—which have increased 43% over 
| last year—by a two to one margin, 
is spending $500,000 on advertis- 
ing and promotion, is opening a 
new plant to increase No-Cal pro- 
duction 25%, has expanded its dis- 
tribution from New York to Conn- 
ecticut, New Jersey, Washington, 
and Bermuda and is considering 
adding outdoor and transportation 
/advertising to its present schedules 
for radio, television, and newspa- 
| pers. 

= Cott introduced a_ sugar-free 
| dietetic beverage last year in New 
York and Chicago. This year it is 
| estimated that sales will top 2,000,- 
000 cases, with New York account- 
ing for at least 75% of the total 
/volume. Six flavors make up the 
Cott low-calorie line. 

A new twist in Pepsi-Cola ad- 
vertising shows that the company 
is aware of the initial success of 
sugarless beverages. Pepsi- 


Bernard (, [Ben] Dutty 


Ben Duffy has been 
president of BBDO 

since 1916. He started 

with the agency as 

an office boy at 17. 

1931 found him 

directing media, market 
research and merchan- 
dising and in 1914 he 
became executive vice 
president, Author of 

several best-seller business 
books, Ben Duffy is a 
director of ABC, member 

of the Advisory Committee 
on Advertising, Proprietary 
{ssociation of America; 
director-at-large of the 1-1s, 
and vice chairman of the 
Advertising Committee of the 
Cardinal's Committee of the 
Laity (Catholic Charities). 
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Cola copy says it “refreshes with- 
out filling” and is “reduced in cal- 
ories.”’ 

“Watch and wait” best describes 
the attitude of Nehi Corp., Colum- 
bus, Ga., toward the low-calorie 
development. The company recent- 
ly completed a survey of the field 
! in representative markets, but has 
' made no move toward bottling a 
new drink “de-calorizing” its pre- 
sent line. The company bottles 

Nehi, Par-T-Pac, and Royal Crown | 
5 | Cola. 


| @ One of the major obstacles fac- 
ing the development of synthetic-_| 
+ ally sweetened beverages nation-| 
ally is the existence of state legis- 
a] lation prohibiting the sales of 
beverages so flavored. 

These laws, which exist in more 
than 24 states, were the result of 


PARKER H. 


ERICKSEN, 


newly-appointed 
director of sales for the Crosley and Bendix | 


home appliances divisions of Avco Mfg. 
Corp., New York, has been named a v.p. 
of the corporation. 


Be Siete 


|}convention in Chicago in Novem- 
ber. 

The thought behind this seems 
to be that the “confusion” exist- 
ing in the legal end of the new 
beverages could be further compli- 
cated if members attending the 
convention were to purchase fran- 
chises and discover too late that 
they were unable to market the 
synthetically sweetened drinks in 
their home states. 


® Another reason, and _ probably 
the most important, was the fact 
that the substitution of saccharine 
|for sugar in the soft drink indus- 
\try threatened an economic devel- 
opment that would prove disas- 
|trous, one spokesman said. 

| Sucaryl, a new sweetening agent 
developed by Abbott Laboratories, 
Chicago, has proved to be 30 times 


* certain bottlers using saccharine in 


agent on their packages. 
The legal complications 


| sweeter than sugar and also more 


lieu of sugar during the war years. €Xist in the various states on the costly. 
Saccharine is cheap and some bot- Synthetic sweetening of soft drinks | 
tlers tended to overlook plainly has prompted the American Bot-| ages out of the metropolitan areas 
", marking the substitute sweetening tlers of Carbonated Beverages to/and distribute them nationally 

/request members not to exhibit) would require new legislation in  tlers calling for a separation of the 
that low-calorie products at the annual|the states prohibiting the sale of non-fattening beverages in retail 


To take the non-sugar bever- 


synthetically sweetened beverages. | 

Even if such legislation is 
passed, there remains the unsolved | 
problem of whether or not the | 
low-calorie beverages would. 
match the metropolitan sales vol-_ 
ume in the national scene. 

The opinions on this vary, but 
generally observers believe that! 
in the metropolitan areas consum- | 
ers are more likely to accept some- 
thing new and they are also more 
| conscious of being overweight. 

The counterview is: In rural 
areas consumers are less exposed 
to brand advertising, less conscious 
of overweight publicity, lead a 
/more regular existence, and gener- 
ally settle for something “cold and 
| wet” when buying soft drinks. Cal- 
orie content would make little, if 
any impression in such situations. 


es If the  sugarless beverages 
| threaten any sizable portion of the 
| sugar-sweetened soft drink volume 
|it is easy to imagine a move on the 


‘part of the regular soft drink bot- 


a 
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i “the rapid growth 


{ of National Business Publications is a heartening sign 


that both ABC and CCA audited business papers can unite in 
q the common purpose of improving their usefulness 


4 to readers and advertisers alike.” 


Just 27 months ago National Business 
Publications opened its membership to 
both ABC and CCA audited magazines. 
Since that time NBP has grown rapidly 
to become the largest association of its 
kind in the world. 


This amazing growth proves the sound- 


—Ben Duffy 


ness of NBP’s basic purpose—to improve 
all business publications by providing an 
association where al/ could work together 
harmoniously. 

Ben Duffy is right—the rise of NBP is a 
heartening sign that unity to increase pub- 


lishing values can be a dramatic success. 


OE 
> 


— 


First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET,N. W. + 


The national association of publishers of 147 
technical, professional, scientific, industrial, 
merchandising and marketing mayazines, 
having a combined circulation of 3,440,542 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit, 
Ine. ...! serving and promoting the Business 


WASHINGTON 5,D.C. »+ 


STerling 3-7535 


Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 
professions... pinpointing your audience 
in the market of your choice. Write 
for complete list of NBP publications. 
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outlets. They would probably end 
up in the dietetic food shelves of 
the supermarket or grocery store 
on the basis that customers were 
unable to differentiate between the 
sugar and sugarless products. 

So far the advertising claims of 
the non-fattening beverages have 
gone unchallenged. Either because 
they do not yet represent a serious 
threat to the soft drink industry or 
because their popularity may force 
bottlers of regular soft drinks into 
the low-calorie arena. 

Any premature move on the part 
of regular bottlers now could mean 
having to live with regulations in- 
spired by themselves. 


# The fantastic growth of the low- 
calorie drinks is attributable to 
heavy advertising and promotion 
in metropolitan areas. The sugar- 
less products have not been dis- 
tributed in the farm-lands yet. 

Medical reports that overweight 
aggravates or may even cause 
heart disease is also given as a rea- 
son for the rise of synthetically 
sweetened drinks. 

One of the early fears of the 
low-calorie beverage bottlers— 
that the new lines would reduce 
the total sales of their regular soft 
drinks—has been set down hard. 

The regular soft drink industry 
has not only maintained its sales, 
but a majority of bottlers produc- 
ing both types of drinks report 
regular products have increased 
from 5% to 60% over last year. 


# This clearly indicates that the 
sugarless products have picked up 
“plus” business. These new con- 
sumers are believed to be diabetics 
and others of the known 50% of 
the population which normally ab- 
Stained from soft drink purchases. 

The low-calorie producers gen- 
erally feel that their product will 
enable them to sell 30% to 35% 
of the abstainers. 

Whatever the outcome, all bot- 
tlers are surveying the low-calorie 
field. However, most have taken a 
position of waiting for additional 
proof that the sugarless beverages 
offer a potentially large enough 
market before becoming actively a 
part of it. 

In addition, there is no yardstick 
to measure the national potential 
of the sugarless beverages, since 
distribution has been urban. They 
know what the regular sugar 
sweetened soft drinks can do na- 
tionally, and will look long and 
hard before curtailing such prof- 
itable operations. 


The Fabulous Southwest 


NATIONS LARGEST TRADE THeeiTORY 


EL PASO 


Metropolitan Area 


Families 
Circulation 
Coverage Ratio Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 


Population 555,200 

Families 142,900 

Circulation 84,8696 
Coverage Ratio 59.2% 


Che #1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


Paso Herald-Post 
A Scripps-Howard Newspoper 
Evening 


TWO Separate Newspapers 
30 Line BUYS BOTH! 


Saint PN Mg a ip oe te NS die Vs a ae ae MAR he Tg ona oes. Sethe es — ‘ SMF sat i2 MB gk om eee alice eemta th 02 regal Shae he EN pi dee teeabe iene gemest <5 12 S$ aR RL a if aoe ee Rae A 
ah x ee Jit Five dt: Sillpare lay : ‘exe oe oF ea SE ea her f . = % gt ge ge aE AO EA Oo a 3 AS he ca Re f Eras ieee ay, eo Rs ie Pe eee Bikes, mee an ee ee ae by fete Py ae arte eee] ic Ror TRY. rege yy nant) Os tee SAL 
Be ier pais ev a Oe ee UEP eg es page) etme age SEM eS Ne ise Satta nai ee Benes a 4 Na ee ge ee eee mm ete mee A, Wey Mh <-) SO “cn On nat OR Pee Pail san tag btaleras ine: VE pamc ela on cds t Re 

iene int est . j ~ Senta eat ST te rh ac fete Sige Soa ee a. ee OE eG maie Shy % ean Pec te mA * e of 5 aes ies © 5 5 te = Re a: ert; eee cee per Sea ag Re SA ea ae: Se ag ae fA SOES, SNE ca 

- eg Den Sah see a, a 2 BiailoneS eo re oer es " A I eS Bo ie ba ae : ae : ‘ Aah Se ae Sate eT aP. SORES i or has Be a ae seek: 8 See Trey oe Mr eon 

Bas Aa yt Pasi 4 ee rae tg o> Sere So a ae z J va os wines W i 0,8 yee ioe tad ae Ua Ais. 4 =o: ae ak pic asic kM Fe ie 
Nash, Hola Sy pes Ber: et Om iat ¥ A ; re one ~ Sitters Se Og aS ie ee ee te: Be op be es 
ea, FANE e+ are 9. 5 oF in pers ee Bey a Me eget 5 ee Eee naa ea fos = é ST ne Soo ce era! Raa ree peat 9 erent : 
a Pe ae tse) a , ~ epeeenae ane MRE arte? \ See ey eee Se ea ee Shae eae, Bo Ne 6 eacrit"S Pio ee on hos rts) elena t nae tees or ae, aa 2 Bea 2 Sale 
See > Sact 9 ieee ee ae ise Oks: a ee dees a Brera Rie os the a ie a cee Ree “sig eee BE ea pees Re te Sea Wa Sh gare ptt gpl Pde Sees ae Rate ae tay ai. pee re TE de ae oe ae ee ee ees 
ee - . _ ’ . os - 7 * ‘ eve 3 Tot) PM, of 
, ae 3 crs on on 
en — s Sar ey 
° 
; * 2a Soa 55 
4 oe a ; 
| 1 oe \ 
| “ ~ See | 
} ie Bi, Ae 
4 _ Be 
ae . eee 
ce se ; RR ae 
| ao. i Bey RS Tee 
ae oe Ree 
‘ — a Bes ee 
Pao : Bt Sw 
| Bo ; See. 
| . = i =. 
/ : ae a : 8 © eee 
| | Rare: ech - ies ; a 
Bese Sema : eet OS al 
oe ee 
{ ae : oe 
: c y aS 6h 
. ‘ 
7 i = 
, a 
hy hee og 
Ska: 
wd alia we) 
; —— Bis lak et 
; Je Sone 
, Cease 
Cee 
| : A 
: : Bat ae 
gee 
ie rie! 
» De fics 
So ela ees 
» | ween). 
. j . feed hae 
| oe , ey 
| ee 
" 
| > 
i Ree 
{ eee 
) ees 
if 
oh Be : ¥ 
MN fy 3 
i)! ° 
Pe Base 
4! i aes 
y 
j 
oe ca Set 
Bea 
| Sh al aa 
-eee Sie 
i 
ee 
ak? a ‘ 
to FT 
, te ore Reach 
oa eR 
ea Bie 
ee ene 
1 a Bee 
Saou 
eta 
it ers 
EE Eatin Loe 
DBs thbige ss 
Bol cos 
} 
¥) is . Sy, a 
Pare hates aely 
ped als 
| i aL XS 
; ee 
ee ot 
anes 
Seem 
Rea 
| Se aie 
Liber s 
! Fh ie 
| ae ats ; 
ee 
= 
OSs Os 
| ea ho 
i oe 
! ee 
"aa oe Seat 
sssiannseniigitepeniqpsciteiaieginieiiaatisliniihailaiiadiadaitiasai Cae 
A ey 
| Sige 
/ : ae Pao ESPs sails 2 
‘ 
J etal ae 
¢ Phe eet 
the ie ee eae a 
\ (Ei Paso County) eae 
; 4 eee fs 
| erenn Population 224,000 ee 
x rng 
ries Pee es : 
~ er 
| ae 
ae: 
ee sip 
| 
ee } 
| Po 
‘ 
P po 
cat i il 
2 tS Gene 
re re ee ei 
| : 
p ‘ me f — get eee ai <7 ot ioe ae < ? rige Gane ih a Fp . ? 4 es 7 BE a et ee Ppa bee at a , 7, ite ied pS ¥ A Oe Rae ee: ae c ane pe Saree “§ 


REVIEW 
OF THE 
WEEK 


SET TO SELL—George P. Hollingbery (right), president of George P. Hollingbery 

Co., radio-TV station representative, takes on the responsibility of sales for KOMO, 

Seattle, and KOMO-TV, due to start telecasting Dec. 11. Officiating at the contract 

signing ceremonies were (from left) O. W. Fisher, president of the stations and v.p. 

of Fisher Flouring Mills Co., Seattle; W. W. Warren, v.p. and general manager of 

KOMO; Fred Hague, radio sales manager in New York for Hollingbery, and Ray 
Baker, v.p. and sales manager of KOMO and KOMO.-TV. 


INTERESTED SPECTATORS—On hand for Westinghouse Electric Corp.'s closed circuit 

telecast in New York recently were (left to right) Ralph Nicholson and Robert Allen, 

Fuller & Smith & Ross v.p.s; Earl Hadley, national advertising manager for West- 

inghouse, and Fred Pologanen, F&S&R, who supervised the telecast which was staged 

to present the new line of radio and TV receivers to Westinghouse distributors 
throughout the country. 


Your berries are sweet... but how are your sours? 
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BASEBALL BENEFIT—Julius Joseph Jr., media director, Franklin 
Bruck Advertising (second from right), and chairman of 
the JOB committee of the American Legion advertising men’s 
post 209, selis a batch of tickets to James J. Farley (center), 
chairman of Coca-Cola Export Corp., for the Just One Break 
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ADMEN’S 
post 208 


baseball game, to be held at Yankee Stadium July 28. Funds 
from the untelevised Yankee-Cleveland night game will go to 
place disabled veterans in the advertising and graphic arts 
fields. Looking on are John Hall, Esso Standard Oil Co.; post 
commander Alfred S. Kalet, and comedian Harry Hirshfield. 
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BEER SIGNS COMING UP—Three New York breweries—Rhein- 
gold, Schaefer and Ruppert, are doing their best to keep Ohio 
Advertising Display Co., Cincinnati, bysy these deys. Between 
them they have ploced orders through Austin & Austin, Ohio's 
New York representative, for 49,000 illuminated displays, cort- 
ing more than $1,000,000. The Rheingold disploy, at top, is 


# 
3 


72” long, double faced, and illuminated with two 36” fluorescent 
lamps. The Schaefer sign is only 48” long and 12” high, but 
Includes @ 10” clock, The sign is illuminated by a tube across 
the bottom, which also illuminates anything placed beneath the 
sign. The Knickerbocker sign for Ruppert is 66” long, with the 
plastic cap illuminated by a circline fluorescent lamp. 


SWEET & SOURS—This b&w center spread appearing in restaurant and tavern pub- 

lications this month points out that good food makes a restaurant some place special, 

but the bar is where the profits are made. Batten, Barton, Durstine & Osborn pre- 
pared this for Schenley’s “best-tasting whisky in ages.’ 


POOR FISH—Any fresh fish will enjoy keep- 
ing cold with this new product, Perma-lice. 
Made by Theodore Ross, Los Angeles, Per- 
ma-ice is non-melting, re-usable and re- 
tains cold up to 24 hours. Frank-Gold, Los 
Angeles, is the agency. 


HERMITS?—Arthur A. (Mike) Dailey (left), 

ad manager of the Atchison, Topeka & 

Santa Fe Railway, and Richard Heath, Leo 

Burnett Co., play tourists at Grand Canyon 

during the annual directors’ inspection trip 
of the railroad’s line. 


a * ‘ 
DOUBLE SERIES—Academy Award winner Roy Milland gets ready to tackle both 
radio and television this fall in a comedy series, “Meet Mr. McNulty,” on CBS-TV 
and AM, starting Sept. 17. Planning the commercial pitch are Jim Andrews (left), 
and Tyler Davis (right), of Maxon Inc., representing Genera! Electric Co.'s electronics 
division, which will sponsor the radio show. 
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We bet this page 


is the best-read page 


in Advertising Age... 


...because nothing interests people 


@ Nothing interests people like themselves, 
their neighbors, their community, their 
friends— preferably pictures of them. This 
basic fact is true of the advertising fra- 
ternity—that’s why the Photographic Review 
is always one of the best-read features in 
Advertising Age. 


This basic fact is also true of the Sunday 
magazines available to national advertisers. 
Here, too, nothing interests people like them- 
selves. Which is why Mighty METRO is the 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


DETROIT News Pictorial 


CLEVELAND Plain Dealer Pictorial Magazine MILWAUKEE Picture Journal 
DES MOINES Register Picture Magazine 


and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine PHILADELPHIA Inquirer Magazine — Today 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


like themselves ! 


national advertisers’ best, basic Sunday buy. 

Consider local impact, for example. Mighty 
METRO has far more local impact than any 
other Sunday magazine because it’s individ- 
ually edited by each of its 27 different member 
papers — packed with pictures and stories 
of local interest. (52° of the editorial content 
of Metro is local.) 


Consider retail linage. Among national 
mass magazines, only Mighty METRO carries 
the ads of hundreds of retailers who are, 


MINNEAPOLIS Tribune Picture Roto Magazine 


NEW ORLEANS Times-Picayune & States — Dixie 


NEW YORK News Coloroto Section 


PITTSBURGH Press Roto Magazine 


after all, the key customers of the national 
advertiser. 

Or consider circulation. Among national 
magazines Metro has by far the biggest cir- 
culation, the biggest magazine circulation in 
the world — over 14,000,000 every Sunday! 


Just as surely as the Photographic Review 
in Advertising Age gets more noting and 
reading among advertising people, so, too, a 
national advertiser’s message in Metro gets 
more readership, more action — every time! 


35,000,000 
READERS 
EVERY SUNDAY 


ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 


PROVIDENCE Journal Magazine—The Rhode Islander WASHINGTON Star Pictorial Magazine 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics ... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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Advertising Age, July 27, 1953 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED | POSITIONS WANTED 


ADVERTISING - SALES - PROMOTION EXPERIENCED ADVERTISING SALES- 
Quality jobs for qualified men and women’) MAN seeks durable connection with sub- 
OMAS PERSONNEL | stantial publisher who requires alert, 
8 S. Michigan FR. 2-6230 Chicago | a, Ses een. 
Young man with ideas to run one-man | Horizontal, vertical or class publications. 
poemetion department for leading 5,000| Well acquainted in ee re 
watt CBS outlet in Mid-Atlantic states.| concentrate instead of scatter efforts. 
Should know sales and audience promo-| Please send a copy of previous issues and 
tion; display, showcard and art work; | in full confidence the details onan 
how to interpret sales data. Free rein and ye ar agg we to cooperate in 
adequate budget to develop ideas. time on pene re ~ es sn 
salary, vacations, insurance benefits and * Tilinois St. Chicago 11, Ill 
profit sharing. Present man moving to/ _ 200 E. nois St., cag , al. 
management position. Want security, opportunity instead of 
Box 5860, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


SPACE SALESMAN 
Want hard-hitting, energetic, top-flight 
man who can make a real place for him- 
self on the leading publication in its field. 
Experience in selling to the photographic 
industry desirable but not essential. 
Box 5864, ADVERTISING AGE 
801i Second Ave., New York 17, N. Y. 
BARNARD 

A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Til. 
EXPERIENCED TECHNICAL WPITER 
to handle special assignments on alumi- 
num fabrication. Knowledge of metal- 
working tools desirable. Some traveling 
necessary. Excellent opportunity. Call or 
write: 


ployed salesman seeks long-term media 
sales position with good Chicago firm 
offering a future. 10 yrs. print and TV 
exper. Married, age 34. 
Box 5859, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
Adv.-Edit.-Pub. Rel. exec. Prom. Magr., 
major mag.; Adv. Asst.-Editor, foods; 
Newspaper Editor; BBA, honors; relocate. 
Box 5861, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DESIGN and PRODUCTION 
Designer seeks association with firm in 
need of diversified experience in the 
creative and production phases of display 
and exhibit manufacture. Background 
includes a practical working knowledge of 
sketches, layout, lettering, screen proc- 
ess, and construction. Can assume com- 
plete production responsibilities for effi- 
cient plant operation plus client contact. 
Box 5857, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
AVAILABLE #8 Rs 
EXECUTIVE'S MAL Y 
mM. —_ ee Speed and experience make utilization in 
919 N. Michigan Chicago, Ill.| courts and conventions possible. Age 24, 
: MOhawk 4-6900 , 2 yrs. college, family, no military obli. 


Prefer agcy or ad exec. Resume on req. 
ADVERTISING & PUBLISHING Will relocate. Salary $5,500. 
FOR ALL TYPES OF POSITIONS Box 5862, ADVERTISING AGE 
GEORGE WHLLIANS - PLACEMENTS 200 E. Illinois St., Chicago 11, Ill. 
_ oa Be ope ADVERTISING RESEARCH MAN 
Advertising and Sales Promotion Man-| ppp in Psychology. Ten years experi- 
ager... College degree. .. Southerner pref- 


ence with leading N. Y. agencies in 
ferred... under 35... Newspaper or agen~-)| marketing, research and media. Currently 
cy background helpful...To locate in 


ith 1 one engaged as management consultant. Anxi- 
ee gpk lage BB detatied fesumne ~y - a = a Sane. — 
ona 4 ee or op-ieve respons es. 
(including present salary) and samples of Box 5856, ADVERTISING AGE 
creative work to 801 Second Ave., New York 17, N. Y. 


SING AGE 
gg erg Ar REPRESENTATIVES AVAILABLE 


200 E. Illinois St., Chicago 11, Ill. 
PUBLISHERS REPRESENTATIVE: Do 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING you need agressive yet intelligent repre- 


PERSONNEL sentative in the Mid West? I am 35 years 
All types of positions for men and women. | old, experienced and have a good sales 
185 N. Wabash Fr 2-0115 Chicago| record. Have Chicago office. 


Box 5851, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITY 


Owners of trade marked proprietory med- 
icine with volume close to one million 
doliars in two year period interested in 
selling. Big gross profit permits large 
advertising. Idea for national advertiser 
or advertising agency principal. Price 
reasonable. Principals only. 
Box 5854, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 
CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


ADVERTISING ASSISTANT 

Your chance to get into the food busi- 
ness. Our rapidly growing advertising de- 
partment needs a man with a working 
knowledge of copy, layout, ‘art, design 
and production; experience necessary... 
mostly newspaper. Opportunity unlimited 
for the right man. We need someone to 
grow with us. Located Mid-West, please 
write giving all particulars. 

Box 5858, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


GET NEW 


Why pin job hopes on 
dull ‘resumes’ that 
stand no chance — con't 
ou justice? Send 


glamour. Well-educated, high caliber em- | 


Kraft Takes Ideas, 
to Top Food Service Field in 3 Years 


(Continued from Page 1) 

ing as it can muster has made its 
institutional ad schedule the big- 
' gest in the industry. 

As Mr. Wright points out, 
it’s a huge business which Kraft 
has so recently invaded. Ranging 
from automats to prisons, from 
boarding houses to motels, the food 


HEL 


John H. Platt Cc. G. Wright 


service industry embraces all in- 
stitutions where mass feeding is 
done away from home. By volume 
of sales it is the fourth largest U.S. 
industry, getting as many con- 
sumer dollars as the oil and auto- 
motive industries combined. And 
its share of the American food dol- 
lar, according to Mr. Wright, is 
25%. 

For its own institutional sales 
goal, Kraft is closely eyeing this 
25% figure, hopes that a fourth 
(of its total sales will be institu- 
|tional by 1955—five years after 
its program got started. Further- 
more Kraft seems well on the way 
to its objective—sales increased 
100% in both 1951 and 1952, and 
showed a 50% gain in the first 
quarter of this year. 

“We figure the institutional 
phase of our business is going to 
be a strong factor in the expansion 
of Kraft during the next ten years,” 
says Mr. Wright. 


# An intensive institutional sales 
drive has been pushed forward 
along three established fronts, 
each of which has big implica- 
tions for the kind of advertising 
it does: 

1. The vast nationwide distribu- 
tion system developed over 50 
years of selling to the grocery 


do 
quick for 13-page tested 
jJob-letter instructions; 


JOB FAST 


amazing Magic Outline; 
plus 8 failure letters 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


Assistant 
Publisher 


Must be able to direct editorial 
staff and policy on heavy in- 
dustry production magazine. 
Also create sales promotion 
ideas and generally function 
as publisher under direction 
of multiple publisher. Give 
full confidential details. Un- 
usually good salary. 


BIG OPPORTUNITY 
for a GIRL FRIDAY 


If you would like the most interest- 
ing, challenging connection of your 
lifetime, this_is for you. If you 
would like to Join one of the fastest 
growing small agencies in Chicago, 
this is for you. Your work would 
be secretary to the president. You 
would be his assistant. You would 
have charge of the office. You would 
perform a variety of other duties 
including some media, billing and 
clerical work. Figures must not 
frighten you. Meticulous attention 
to detail should be your forte. You 
will enjoy pleasant surroundings, 
interesting people. Office convenient- 
ly located in loop. Salary good. 
Box 586, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Box 585 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. |) 


“Our 42nd Year” 
DIAPHEMISIOMISY 


If you, Mr. Copy Writer, believe in this, DON’T reply, since it is the Greek 
derivative meaning of 


Hatred of advertisements 
If you enjoy creative writing, adroitly polishing each facet of a sparkling 
phrase, clothing a sales-producing urge in appealing recognizable words— 
write to us at once. You are the catalyst both agency and manufacturer 
needs in the reconversion of product to money. 
Of course, we have immediate demand for account executives, artists, pro- 
duction and sales promotion men also—from coast to coast. 


GLADER CORPORATION 


“The Agency's Agency” 
A Bonded Personnel Service 
Stanley D. Koch, Director Advertising Division 


All phones: CE 6-5353 110 S. Dearborn St. Chicago 3, Til. 


Walter Lowen 


PLACEMENT AGENCY 
e 


Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
lic Relations 
briefly outlining your 


Please write 


specific experience of personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


ACCOUNT CONTACT MAN 
For Wis., Ili., Minn., Mich. 


For sales or service in media, agency, 
or graphic arts. 22 yrs. advertising, 
sales promotion with mfr., agency, 
direct mail, litho, dept. store... 
industrial and consumer . . . admin. 
and creative sales. Wide exp. in pro- 
duction, creation, market research, 
merchandising. College grad. 


Write Box 584, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


—<———— = 
| DOUG SMITH, INC. 
stots das 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


FRanklin 2-3280 


Name, Manpower 


| trade was a big starting advantage. 
Kraft’s institutional division was, 
and is, “ready to march,” as R. S. 
'(Bob) Lochridge, the division’s 
product sales manager, expressed 
it. 

2. Kraft’s big name in the gro- 
cery trade was there to exploit, on 
the theory that “if they eat ’em at 
‘home, they’ll want to eat ’em out.” 

3. New products and _ special 
packaging with emphasis on por- 
tion control were readily available 
from the Kraft Research Labora- 
\tories at Glenview, III. 
| Probably the biggest ready-to- 
\hand asset in starting Kraft’s in- 
stitutional program was its regu- 
lar sales organization of 1,500 
‘salesmen in the U. S. and Cana- 
'da. These men still cover the field 
in most of the areas outside the 
larger metropolitan regions. 


® In addition, Kraft has built a 
separate institutional sales force 
in most of its 87 sales branches in 
the U. S. and 14 in Canada. At 
least one full-time institutional 
salesman is assigned to each, with 
the job of covering the metropoli- 
tan area of his branch city. 

| Field supervision is provided 
| through Kraft’s seven regular field 
|divisions, headquartered in Atlan- 
ta, Chicago, Dallas, Green Bay, 
Montreal, New York and San Fran- 
cisco. In charge of each is an in- 
stitutional sales manager who re- 
ports directly to the general sales 
manager of his division. 

A third element in the Kraft dis- 
tributing setup consists of highly 
specialized food jobbers, especially 
store-door truck distributors. Of 
the 1,300 distributors in the field, 
Kraft has lined up about 300 best 
suited to its particular job. 


@ With such a complex arrange- 
ment, Kraft allows the branch 


managers considerable autonomy 


T. E. Chantron 


in their sales arrangements. “We 
develop a policy which will be 
flexible enough to allow the 
branch manager to decide whether 
to use jobbers or kis own sales- 
men or both,” Mr. Lochridge de- 
clares. “In one case a very good 
jobber handles the whole Kraft 
institutional show.” 

At present, institutional sales are 
made about half through distribu- 
tors and half directly. The trend, 
however, is toward more direct 
selling. 


R. S. Lochridge 


# One part of the Kraft sales op- 
eration which is completely out of 
the hands of the branch managers 
is advertising. That is all handled 


manager in charge of institutional 
products, is to relieve the jobber 
salesman and give him all the 
‘help he can use in his specialized 
selling job. 

Kraft uses a straight advertising 
program, with no premiums. So 
far, it has leaned mainly on selling 
brochures for distributors, and on 
trade advertising. 

_ A common practice is to pro- 
duce pieces which can do double 


duty. Thus, a six-page, four-color | 


ad on Kraft’s “full line” of insti- 
tutional goods was used as a sales 
piece at the National Restaurant 
Assn. meeting last May, and 
also ran in June issues of Ameri- 


nationally through J. Walter’ 
Thompson Co. The idea, says Tom 
Chantron, product advertising 


can Restaurant and Restaurant 
Management. 

Besides those magazines, the 13 
trade publications in Kraft’s indus- 
try-wide schedule include: Chain 
|\Store Age (fountain and restau- 
‘rant editions), Club Management, 
Culinary Review, Diner & Restau- 
rant, Fountain & Fast Food, Hotel 
Management, Hotel Monthly, In- 
stitutions Magazine, International 
\Steward, Journal of the American 
Dietetic Assn., Modern Hospital 
and Restaurant Management. 

Insertions are monthly in jour- 
|nals which, like American Rest- 
‘aurant, Hotel Management, Insti- 
|tutions Magazine and Restaurant 
Management, represent major seg- 
ments of the industry. In other 
papers, the schedule ranges from 
five to eight insertions per year. 


# In its short existence, Kraft’s 
institutional division has so far 
done little to develop special ads 
for separate segments of the in- 
dustry—such as advertising des- 
sert cheeses in Club Management. 
But more of that kind of thing is 
definitely in the planning stage, 
Tom Chantron says. 

Kraft is also at work on seasonal 
scheduling—selling cheese during 
Lent, salad dressings during the 
salad months, etc.—and it plans a 
lot of expansion in direct mail and 
selling aids such as menu tip-ons. 
This kind of customer service is 
being provided at present by Kraft 
Kitchen, under the direction of 
Mary Dahnke, in charge of Kraft’s 
consumer service department. 

Her institutional cuisine service, 
established 25 years ago, now 
sends out large-quantity menus to 
more than 12,000 institutions per 
month. Recently, she added an is- 
sue of sandwich ideas in four-page, 
four-color brochures which have 
been welcome to the selling force. 


® As has been suggested, Kraft’s 
advertising follows its three main 
sales pitches closely. One of the 
most effective is the “Kraft Qual- 
ity” theme—the idea that here is 
the same product that is known 
and asked for in grocery stores— 
only better. Sample copy line: 
“When most folks think of cheese 
they think of Kraft.” 

Though this pitch is used most 
extensively in promoting such 
staple items as Kraft Process 
American Cheese, it is represented 
in nearly all ads through the 
cover-all slogan “The Nation’s 
Taste is Your Buying Guide.” 

More promising for the future, 
and certainly the ad approach to 
which Kraft is devoting most of 
its attention now, is the “newness” 
theme. Kraft Research is a hive 
of activity in the institutional line. 
Over 100 products have been 
brought out already, and new 
products, new features, etc., seem 
to appear faster than the advertis- 
ing can keep up with them. 


® By far the most impressive of 
the new features, from a sales pro- 
motion standpoint, come under the 
heading of “portion control”—the 
issuing of a product in one-serving 
form ready, or nearly ready, for 
the man behind the napkin. 

Indeed, one whole new Kraft 
line was the direct result of a 
Kraft discovery in portion control. 
From their first appearance this 
year, Kraft’s jams and jellies have 
been sold in individual plastic 
half-ounce or one-ounce contain- 
ers, each one ready to be placed on 
the patron’s plate. 

Kraft has also been portion-con- 
troling its more traditional prod- 
ucts, such as cheese. To help pro- 
mote Kraft’s American, an ingen- 
ious slicing arrangement allows 
a chef his choice of 48 sandwich 
slices or 64 cheeseburger slices 
from a single three-pound loaf. 

Advertising a different applica- 
_tion of portion control, Kraft hit 
July issues of its trade schedule 
with Cheez Whiz, a _ semi-solid 
product which can be scooped on- 
to a hamburger or a casserole of 
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nt -, — . New York Post Office 3 Join Walter J. Klein Co. | 
Gets Volunteer PR Help __ Walter J. Klein Co., Charlotte, 


serve individually and voluntarily, | cain, formerly advertising pro- Fer LISTS, DIRECT MAIL, MAIL ORDER ABS 


an ; have organized as a Postal Public We've get the lists—the knew hew—mail pre- 
+ ea . ar : : : tion manager of the Charlotte lanned, created, compl Cut cesta, 
u- , : : H ere Relations Advisory Board to assist | 17010! jst tg my Fy 
: whe “ News; Robert Buckler, formerly increase pull, aveid mistakes and headaches. 
there's nothing like f sp") it's brand new... H] | postmaster of New York City, on manager of a Miami agency, and WRITE OR WIRE TODAY! 
” Saal . | < ‘ead ALY _ i | ©. H. ROSKAM, ADV., 1430 Grand, K.C. 6, Me. 
el it on the market- it’s...Cheez Whiz! /matters of public information re- Save. 755 Beene : 
n- } ; be rs) Paced Paes Care ewe | oe to the a es tetra of mail ; 
te maa | collection an istribution. eae 
os | They are Pendleton Dudley, @o™= wate aor 
| /senior partner of Dudley, Ander- | 
‘al ‘son & Yutzy; Bert C. Goss, senior | 
|v.p. of Hill & Knowlton; Stephen 
r- |E. Korsen, in charge of press re- 
t- Mn sll lations for the Borden Co.; Hol- 
ti- , “ F |combe Parkes, v.p. and director of 
nt Nd public relations for Benton & OF QUAD-CITIANS 
g- Bowles, and Maurice Postley, pub- 
ues Te lic relations director of the Citi- H 
od a  : sock ak gwen $2 ( Geaglhe satya cota mapboraes| ‘zens’ Budget Commission. Mr. ‘ live on the 
a keener : er a eo ee /Dudley will serve as chairman. | Illinois Side in 
; ae Re : eo | | 
t’s 44) Cheez Whiz Is Ideally Suited for Today's Fast Food Service McGregor to San Juan Fishing } ROCK ISLAND 
aes San Juan Fishing & Packing Co., MOLINE 
ds 5) WHIZBURGERS—As told by this full-color sales piece, Kraft Foods Co.'s latest insti: | Seattle, has appointed Norman EAST MOLINE 
“—_ tutional product, Cheez Whiz, can literally be scooped onto the hamburger or mac- McGregor merchandising man- Ped 
s- a aroni as it is handed to the waiter. Kraft trade advertising is also plugging the ver- + oa hl ge mp egy — They read these newspapers: : fs 
nt. ad satility of the new semi-solid oe henge: can = plopped onto practically any- pen — fish, sch Gotbeaiee | | ae ere are 
is gq thing “ev grotin. under the San Juan and the Ship | Ld 
ge, x. macaroni as it is handed to the) Peacetime, “prosperity” factors Ahoy labels. 
f waiter. have also been important in build- 
ial ‘ing the institutional field, which [~ 
ng ® A point which Kraft makes accounts for the glow of optimism ' RY Wilt, ih h ly 
he r¢ about both its advertising and its around Kraft’s institutional head- f \ V7 
A- f new products is that distribution is quarters. One of the most promis- i } _— \ i ly 
nd the mainstay of both of them. ing of these factors is the great de- rp » YU 
ns. Kraft’s smaller, more convenient velopment of industrial plant feed - > Ly 
1S packaging isa great drawing card ing facilities, which have grown 
aft and meets the institutional trend from 400, prewar, to 16,000 now, | é 
of to simplicity in storage require- according to Bob Lochridge. 
Us ments and smaller stocks on hand.) __ Kraft, which’ feels a “moral ob- | 
But the first essential for making ligation” to develop better institu-| 
ee, this work is a staff of salesmen tional products, packaging and_ 
WwW services, sees an important trend | 
to in this statistic and, safe to say, | at f/ 
er \ . "will soon be exploiting it full-scale. | / ; 
is- | / 
’ Thomas A. Edison Expands | 
“e ; | Thomas A. Edison Inc., W. 
re |Orange, N.J., has purchased all | 
| outstanding stock of Measurements | 
t’s Corp., Boonton, N.J., manufac- | 
iin ‘turer of high frequency electronic | 
he and consumers test equipment. The latter com- | 


al- , praise this kind of portion control | pany will become a wholly owned 


| subsidiary of Edison, but will con- | 


ba ; Kraft PC* pack tinue operations under its present 7 
tadividuel seeled servings of top quality jams and jeitios | Pil 


name and management. No basic 
give you exact servings, eccurate covts moesered profits 


; changes in policy are contemplated | 
; : recasecve he setae as ‘for the new subsidiary. 

‘ maw oe" | ‘Construction News’ Bows | , 
= ; New York Construction News, ay 
ot SO I sete cape es 5 weekly tabloid, is being pub- 
2SS = | S lished in metropolitan New York 
“ | RR ER BD. and New Jersey as of July 20.) 


seeoe |Graham B. Ford, publisher and 


’ rahe es _business manager, said the news- 
é |paper will have a controlled cir- | 
re, ; culation of 4,000 and an open rate. t 
to } PORTION CONTROL—As this excerpt from of $4.20. Offices are in the Grand yo u se 
of a Kraft full-page ad shows, all Kroft’s Central Terminal Bldg., New York. 


” F plastic jam and jelly cups need is to be 


dl dropped on a plate. Since the ad appeared ‘Journal of Living’ Takes Ads — t h e We h oO i e mM oO Pa k eG y 


ne. ; in June trade issues, a new variety—peach) The Journal of Living, New| 
en jam—has been added. York, has decided to take advertis- | 
PW j , : ing, with a $900 b&w page rate) a - by & Cc ‘ 
a and jobbers capable of making based on a monthly guarantee of ... complete service—from creative 
: weekly, and even daily, deliveries, 300,000. The change of policy, after | i 
IS- , says Kraft. 15 years, is being made “because nd make-up on your original copy— 
Waiting to get the distribution requests by advertisers appealing , 
aiting to g e dist ‘ston aunts wae? She aekel to your final electros and mats 
men lined up also explains why es 

of ’ Kraft’s trade advertising lay dor- when ads will first appear has not 
“a mant a year and a half, then sud-| Dee” set. It costs when your production job is scattered all over 
he 

denly leaped to full stature. ’ a * CREATIVE COMPOSITION P 

he at an Geek ie oo Bn” cae Metro Adds ‘Oregonian | prmaccippytonean town... costs in time, money, ulcers. So for that 
ng Tom Chantron, “there was no way The Portland Oregonian will be- | + MONOTYPE next tight deadline job, try Bertsch & Cooper, the only . 
for to start small—you had to cover come a member of the Metropoli- | 

, all facets of the business if you ‘@" pp gi a col * LINOTYPE typographical house today set up to give you really 
aft : : ‘ azines on Jan. 10, 1954. e group ‘ : 

a had products with industry-wide wii) then include 23 cities. The ee complete production service. 
ol a oo 4a did. ,.. Oregonian Sunday magazine will | * EXPERT HAND SETTING 

od “Also,” he adds, “once you've shift from letterpress to roto- | r ’ 
his arrived’ at national distribution, | gravure at that time and page size | ELECTROS That's why ad men call Bertsch & Cooper typography 
— the more pre-selling you do, the will be changed from 1,000 lines to | + TRU-TONE’ PLASTIC PLATES “sales-minded” typography! Phone us collect wherever 
tic more help to the jobbers.” 850 lines. + NEWSPAPER MAT SERVICE 
in- you are...HArrison 7-5920 

+ TRU- © ETCH PROOFS 

- s All this still doesn’t explain why Hotel Group Names Tassos ne ee ee 
~ Kraft waited so long (47 years) John Tassos, formerly director ¢ TRANSPARENCES ORT ee pda s: Rippin HE Lr 5 
\d- to enter the institutional field. Bob of publicity and public relations oe Se Send for the amazing “new dimension” B&C type sizer... 

i Lochridge answers the question by for the Schine Florida Hotels, has P : designed for production men, it cuts copy-fitting time in half! 
o" pointing to this compelling fact: — a ——s = = and SS an FREE 
-n- : : public reiations In Latin merica a 
Ws Dollar volume in the mass feeding ¢,, the Intercontinental Hotels UTYPOGRAPHY BERTSCH & COOPER, Inc. 


ich industry multiplied five times be- 
tween 1930 and 1951. Most of this 


Corp., New York. 347 SOUTH CLARK STREET, CHICAGO 5, ILLINOIS 


i? came during and after the war, he Olin Promotes Bennett NAME matranemeanasninonstandh 
= —on, Ste ee: See, See R. V. Bennett, formerly assist- FIRM NAME 

hit General Foods, Standard Brands, . "10s manager, has Bogen —______—— . 

ule Swift, Armour and other large pointed sales manager of the elec- SMERCHANDISE ADORESS 

lid producers also waited until after trical division of Olin Industries, aa 

on- the war to enter the field nation- New Haven. He has been associ- on oe are eel 


of ally. ated with the company since 1936. ) a e 
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during the first half of 1953 than : 
any other leading women’s magazine _ | : 
—and tops them again a 

in total pages of food advertising = 


for the fourth consecutive year 3 


TOTAL ADVERTISING PAGES GAINED OR LOST 


COMPARISON OF TOP CIRCULATION WOMEN’S MAGAZINES 


FOOD ADVERTISING PAGES 


FIRST SIX FIRST SIX PAGE GAIN 
MONTHS 1953 MONTHS 1952 OR LOSS 

FAMILY CIRCLE 416.8 396.2 20.6 Gain 
Good Housekeeping 752.0 748.6 3.4 Gain 
Lodies’ Home Journal 579.1 586.3 7.2 Loss 
McCall's 432.3 446.5 14.2 Loss 
Woman's Home Companion 383.9 405.7 21.8 Loss 
Woman's Day 406.6 443.4 36.8 Loss 


Source: Publishers Information Bureau (Magazine Totals and F100) 


FIRST SIX 
MONTHS 1953 
FAMILY CIRCLE 217° 
Woman's Day 183° 
Good Housekeeping 125 
Ladies’ Home Journal 104 
Woman's Home Companion 95 
McCall's 76 


NOTE: Family Circle also leads ali monthly 
mogozines in poges of food advertising. 


*Totale for Family Circle and Woman's Day include 10 pages and 4 pages respectively of weighted sectional edition 
advertising excluded from P.1.B. While included in P.1.B. Magazines Totals, these pages are excluded from Clase 
Totals because of the P.1.B. 20% rule. This rule omits from Clase Totals any advertisement that does not appear 
in an edition or editions of sectional magazines which represents at least 20 per cent of the total circulation base. 
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HERE’S WHY: . 

Family Circle has gained more circulation each year ve 

for the past three years than any other magazine. ne 

Now reaches 4,000,000 housewife-shoppers in the market r 

to buy. (They have to be to get Family Circle.) “ 

in 

Sold only in supermarkets of 14 leading chains doing 40% M 
of U.S. chain grocery volume. a 

Costs less per page per thousand than any other " 

leading magazine. . 

The ideal advertising medium to reach the housewife who shops di 

for drugs, toiletries, food, appliances, furnishings, and apparel. k 
tk 

al 


BUILD YOUR 1954 ADVERTISING AROUND FAMILY CIRCLE — MOST EFFECTIVE WAY TO SELL 4,000,000 HOUSEWIFE-SHOPPERS 
Family Circle Magozine is sold in all of the 8080 stores of Albers * Americon * Bohack + Butt * Dixie Home * First National * Grand Union + H.G.Hill » Jewel + Kroger * Red Ow! + Sofewoy * Weingarten + Winn & Lovett is 
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Advertising Age 


THE NATIONAL NEWSPAPER.OF MARKETING | 


Smoke Gets in C. M.'s Eyes 


Woolf Gets Back to Oil Field 
Bedell Presents a Scallion 


Transoceanic Radio—Il 


Wholesaler’s Indictment of Liquor 
Advertising Draws an Answer 


In its June 29 issue, AA reprinted a speech by James J. Maloney, v.p., 
McKesson & Robbins, before a group of liquor wholesalers, in which he 
levelled a number of charges at agencies handling liquor advertising ac- 
counts, the principal charge being that liquor advertising was not tailored 
to the needs of local markets. Here a research man whose company is es- 
pecially active in the liquor field answers the accusations. 


By Norbert Robbins 


Assistant Director of Marketing Re- 
search, A. Asch Inc., New York. 


Mr. Maloney’s article on tailoring ad- 
vertising to local markets had the au- 
thentic ring of an aroused man with a 
just and telling point to make. There is 
no doubt that selling is a local matter, 
local to the extent of being, in the liquor 
industry, an outlet-by-outlet job. Nor is 
there any comeback to Mr. Maloney’s 
brief that some liquor advertising and 
promotional campaigns are off target in 
terms of individual brand needs in local 
markets. 

I do feel, however, that Mr. Maloney 
was carried away on a wave of righteous 
indignation which blinded him to the true 
proportions of the problems involved in 
liquor merchandising. Specifically, I find 
three major comments to level at what 
Mr. Maloney said: 

1. Mr. Maloney’s views on the role of 
advertising in merchandising whisky is 
out of proportion with the cause-and-ef- 
fect elements that produce sales. First of 
all, whisky advertising is not designed to 
create consumer demand, as Mr. Maloney 
indicated. Its function is to awaken con- 
sumer (and trade) recognition and ac- 
ceptance. Whisky advertising gets the 
consumer to try a brand, to be willing to 
give it a chance. It is the good fellowship, 
the pleasant environment and the fine- 
living ideas associated with the actual 
use of a particular brand which change 
passive consumer acceptance into active 
and insistent call or demand for a brand. 
When the promises of advertising become 
fulfilled in the realities of consumers’ ex- 
periences, acceptance becomes demand. 
Seagram’s continuous advertising of the 
same basic theme for its 7 Crown (“Say 
Seagram and Be Sure”) over a period of 
years, for example, first created recogni- 
tion and acceptance of the brand. When 
the promises of these ads were fulfilled 
in consumers’ experiences with the brand, 
acceptance turned into demand and 7 
Crown became the sales leader, two to 
one, over its nearest rival. 


# There is a second limitation in Mr. 
Maloney’s thinking about the role of ad- 
vertising in whisky merchandising: It is 
not as important as he makes it out to be. 
I hasten to add that I give full due to ad- 
vertising and its powers, but if advertis- 
ing sold whisky to the extent that Mr. 
Maloney implies, liquor could be sold on 
a mail order basis. Wholesalers’ function 
in the process of distribution would be 
limited to acting as shipping agents and 
retailers would be wiped out entirely. No 
distiller regards advertising as the magic 
key to sales leadership. This brings me to 
the second basic comment I have to offer 
about Mr. Maloney’s speech. 

2. Advertising tailored to local markets 
is not the liquor industry’s greatest need 


because advertising is only a single fac- 
tor, admittedly a most important one, in 
the merchandising of whisky. In the con- 
tinuous marketing research studies which 
our organization makes for our distiller 
clients, in fact, we find that there are 
some 120 functional forces at work on the 
market positions of various brands. All 
these factors are not operative at the same 
time, of course, and in some markets cer- 
tain influences are paramount over others, 
like cut prices in non fair-traded Wash- 
ington, D. C., Missouri and Texas. 

When Mr. Maloney says that localized 
advertising is the industry’s greatest need, 
is he not taking the same generalized ap- 
proach to liquor merchandising as are 
those agency people whom Mr. Maloney 
accuses of thinking in terms of “national 
markets”? Tailoring advertising to local 
needs may be the most pressing problem 
for Brand X in Red Riding Hood, Ariz., 
but it is not the most pressing problem 
for most brands in New York City, or in 
Toledo, or in Reno, Nev. Mr. Maloney is 
right; there are no national markets. 
Where is his consistency, then, when he 
levels such a blanket indictment of liquor 
advertising? 


s 3. My third basic comment on Mr. Ma- 
loney’s piece is the most important, I 
think, and the most depressing for what 
it implies of Mr. Maloney’s appreciation 
of modern merchandising and the role of 
the wholesaler. Mr. Maloney writes, for 
example: “The wholesaler, despite good 
distribution of a brand, gets the credit if 
a brand is a flop.” Does this mean that 
Mr. Maloney regards “good distribution” 
as the end-all and be-all of a wholesaler’s 
efforts for a brand? Does “good distribu- 
tion” automatically assure brand success, 
like fielding nine players for a baseball 
game? And what does Mr. Maloney mean 
by “good distribution”? Is 90% coverage 
“good” when a competitor has 100%? The 
important point, in fact, is not even nec- 
essarily “good distribution” but “effective 
and active distribution.” Is distribution 
for both Brands X and Y equally “good” 
under the following circumstances: (a) 
when all retailers have one or two bottles 
of Brand X (one size only) and in an out- 
of-the-way shelf position? or, (b) when 
all retailers have ample supplies of Brand 
Y in all sizes and display this brand in 
full view of customers? 

Distribution is only one step (a basic 
one, of course) in the development of 
brand leadership. And true brand leader- 
ship is no more possible on the strength 
of “good distribution” alone, than is 
World Series leadership possible on the 
basis of only a good pitching staff. 

Mr. Maloney overlooks another most 
significant point. The advertising agency 
gets a 15% fee on the one dollar which 
represents the average advertising ex- 
penditure per case of whisky—or 15¢. 
Wholesalers get 15% of the 40 dollar 


average cost of a case of whisky—or $6. 
Would Mr. Maloney take the position that 
wholesalers devote 40 times the effort to 
selling whisky that advertising agencies 
put into creating whisky advertising? Ad- 
vertising agencies, furthermore, do not 
split their loyalties among many com- 
peting brands; can the same claim be 
made for most wholesalers? 


@ Speaking of wholesalers’ sales sup- 
port, Mr. Maloney, you write that certain 
distillers “know it is largely their respon- 
sibility to create consumer demand...” 
Once distillers create this consumer de- 
mand for their brands, how many whole- 
salers (and retailers too), Mr. Maloney, 
afford these distillers’ brands sales sup- 
port in relation to their sales volume? I 
know Mr. Maloney’s organization and its 
operations as a far sighted and progres- 
sive wholesaler. But how many whole- 
salers do you know, Mr. Maloney, whose 
merchandising horizon starts and ends 
with giving bigger and better deals? How 
often have you heard the comment from 


some wholesaler’s management, “Why 
don’t they (the distiller) put less money 
in advertising and give me a wider mar- 
gin with which to wheel and deal?” Then 
there is the wholesaler who loads, dumps, 
ties in, pushes nondescript brands which 
lack advertising and promotion, wholesal- 
ers whose salesmen are “trained” to the 
order-taking level of salesmanship. Is 
“advertising tailored to local markets” 
the answer to the continuing crises and 
persisting sales blocks created by these 
junglelike merchandising practices? 


®# The purpose of my answer to your 
article, Mr. Maloney, is not to take ad- 
vertising agencies off the hook and to 
hang up wholesalers instead. On the con- 
trary, my plea is to focus the brains and 
talents with which the liquor industry 
is so richly endowed on central problems 
and not on surmised issues or personali- 
ties. This, and not advertising tailored to 
local markets, is the greater need of the 
liquor industry on the eve of its 20th ar- 
niversary. 


Mail Order and Direct Mail Clinic... 


Now Is the Time to Plan 
Holiday Promotion 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail or- 
der business in Highland Park, Ill.) 


How are your Christmas mail order 
merchandising plans progressing? 

Have you worked out your fall and 
winter advertising budgets? 

Is your Christmas flyer, or catalog, in 
the works now? Have you been search- 
ing the nation for new and unusual items 
to feature in your direct mail pieces? 

How about your mailing list? Is it 
ready for heavy, fourth-quarter promo- 
tion? Is your list clean, accurate, packed 
only with proved mail order buyers? 


s Summertime—during the slowest mail 
order months by actual test—is your best 
opportunity to prepare your fall, winter 
and Christmas promotions. 

My intensive study of mail order shop- 
ping habits shows the overwhelming num- 
ber of mail order consumer dollars are 
quite willingly spent in the months of 
October, November and December. 

More mail order merchandise is moved 
during these three months than in any 
other three, or more, months of the year. 

So, the time to plan your Christmas 
promotions is now. Right now! 

Here’s a summer mail order checklist 
of ideas to bring into your thinking while 
you’re planning your fall, winter and 
Yule promotions: 


# 1. Call in mail order space salesmen 
from tested media. Ask them to give you 
a summary of facts on current reader- 
ship; space rates; newsstand and home 
subscription details; fourth-quarter cir- 
culation projections; specific result stor- 
ies from competitive mail order firms 
who've successfully used the book to pro- 


mote merchandise similar to yours; and 
frequency discount data—where real sav- 
ings can be realized. 

You've got to make the 1953 mail order 
dollar work hard for you. 


2. Watch your prices. I believe 1953 
Christmas shoppers will be even more 
price wary. Make price an important fac- 
tor. Keep your prices highly competitive. 

3. Slant your space advertising to the 
season. Conservatively stress the Christ- 
mas theme, yes, but don’t overdo it. 

4. Consider special offers to stimulate 
sales in the competitive, hard-selling days 
directly ahead. 

5. Offer reader service by giving time- 
ly and intelligently beamed suggestions 
for Christmas giving. 

6. Use color effectively. Remember col- 
or attracts interest, wins response, brings 
sales. Christmas is a most colorful sea- 
son. 


7. If you work through dealers, show 
them well in advance how you're plan- 
ning to help them generate Christmas 
business. (Tell them, for example, the 
details of your Christmas ads, etc.) 


® 8. How about gift certificates? These 
grow in popularity yearly. Consider them 
for a special promotion to executives 
whose time is often too limited to shop 
for specific gifts. } 

9. Offer bonuses for early Christmas 
shopping, thus eliminating the holiday 
rush and disappointments resulting from 
poor service, damaged merchandise, and 
late deliveries. 

10. Recommend and feature special dis- 
counts to families which do all of their 
Christmas gift shopping from your firm. 

11. Make your catalogs easy to read. 
Use white space intelligently. Use sharp, 
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action photos; bright, specific copy, close- 
ly tied to artwork; and a friendly Christ- 
mas message, stressing complete and 
guaranteed customer satisfaction and 
prompt, faithful, before-Christmas deliv- 
ery. 


The Eye and Ear Department... 


12. Highlight in all your ads sparkling, 
reader-benefit copy; the “new” angle; 
clear, action photos; and the Christmas- 
giving theme. 

Yes, it’s time to start planning your 
Christmas promotions now. Begin today! 


Radio Moscow and the Female Cause 


Second of three articles on Transoceanic Radio 


As reported in this column last week, 
following a two-week tour The Eye and 
Ear Department made of the capitals of 
the world via Zenith Transoceanic Radio, 
the shortwave broadcasts from Moscow 
are devoted chiefly to extolling the joys 
of living in the Soviet Union and to quot- 
ing statistics showing that the United 
States of America is headed for immi- 
nent collapse, which is why the corpora- 
tions are pressing the war drive. 

However, Radio Moscow has also been 
espousing the cause of equal rights for 
women. A lot of this stemmed from re- 
ports of a Women’s Conference held in 
Copenhagen. Speeches made by Soviet 
representatives at the conference were 
quoted in full and then statistics were giv- 
en to show the contrast in wage scales 
among men and women employes in the 
U. S. Listeners were also reminded that 
Soviet mothers get free medical and hos- 
pital care for their children. In fact, one 
Soviet mother who has ten children and 
still engages in civic affairs was given 
30,000 rubles by the kindly Soviet gov- 
ernment, which is apparently always 
quick to reward such contributions to 
Russian life. 


s Switzerland was cited as a country in 
which women are completely disenfran- 
chised. The reference came after a report 
on a recent Swiss election in which a ref- 
erendum on woman suffrage was round- 
ly and completely defeated. The Swiss 
radio’s report on this same election was 
highly interesting by contrast. Editorials 
from various Swiss newspapers were 
read, deploring the fact that the ref- 
erendum had been defeated—but deplor- 


Salesense in Advertising... 


- ing even more the fact that only 51% 


of eligible male voters had turned out to 
vote. 

The most startling difference between 
broadcasts from the free world and those 
from behind the Iron Curtain is the de- 
gree and amount of self-criticism found 
in them. The Iron Curtain countries give 
an impossibly perfect picture of life un- 
der Communism. Joy is rampant every- 
where, the millenium has been reached. 
Nothing—but nothing—is lacking, except 
the one final desideratum to live free of 
the capitalist war threat. 

Broadcasts from the free world, on the 
other hand, are blunt and merciless in 
their recountal of daily happenings and 
struggles and attempts to find reasonable 
solutions to national and international 
problems. Humor is noticeably present 
in broadcasts from the free world, 
too—humor that pokes fun at political 
figures, national customs and problems. 
It is completely lacking in Iron Curtain 
broadcasts. 


@ One derives the feeling, listening to all 
the stations on the dial, that the Com- 
munist world is suffering from a kind of 
adolescence and sense of inferiority. The 
voice of the Communist world speaks in 
broad and grand generalities, it recog- 
nizes no other point of view, it protests 
long and loudly about Communist 
achievement. From a propaganda point 
of view, it would seem more effective if 
the Communists injected a little more 
self-criticism in their broadcasts—and if 
we went to the trouble of extolling a few 
of the joys of living in the capitalistic en- 
vironment. 


Adult Salesmanship-in-Print Pays Off 
for Some Oil Companies 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as v.p. 
in charge of creative activities of the 
western offices of J. Walter Thomp- 
son Co.) 


I hope my readers can bear up under 
one more piece concerning the mediocrity 
of oil company advertising, or at least of 
some oil company advertising, as I see it 
from where I sit. Never have I written 
anything (AA, June 1) 
that, like Dizzy Dean’s 
curve ball, has been 
so “agitating.” What I 
inveighed against prin- 
cipally is the use of 
infantile devices, by 
some of the leading oil 
companies, to capture 
indiscriminate reader- 
ship. 

In the main, believe 
it or not, my stoutest champions have 
been several of the oil companies. J. B. 
Woodbury, executive v.p. of R. J. Potts- 
Calkins & Holden Inc., Kansas City, writes 
me that he “heartily agrees with your 


James D. Woolf 


views.” (AA, July 6). Mr. Woodbury has 
directed the advertising of Mid-Continent 
Petroleum Corp. for many years. Today, 
in this same issue of AA, I note that I 
have a new defender in the person of 
Robert M. Gray, manager, advertising 
sales promotion division, Esso Standard 
Oil Co. 


@ Mr. Gray says in his article that he 
feels “compelled to dissent” with my 
views. But actually he does no such thing. 
He, too, obviously has no use for infantile 
devices, and he proves it by submitting 
proofs of three typical Esso advertise- 
ments. These advertisements—straight- 
forward, factual, moderate, specific—con- 
form closely to the principles of salesman- 
ship-in-print I have been extolling in this 
column for a long time, and it does not 
surprise me that, according to Mr. Gray, 
sales records prove their effectiveness. 
That is that, and I thank Mr. Gray for his 
contribution. (May I say, though, Mr. 
Gray, that the oil companies’ “support of 
dealers and public service activities” is 
outside the scope ef what I was talking 
about in my June 1 article.) 

Mr. Gray says he suspects that the 
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variance. 


IT'S ALL A MATTER OF TASTE 


j F ‘ 
ge the b 
‘4 : oe Bi 


of rhetoric, or a phrase—it will seldom 
product; there isn’t time to dig. 

The new Lucky Strike campaign, like a lot of cigaret advertising, is built 
around a catch-phrase, as was the Lucky Strike campaign that preceded it. 
“It’s All a Matter of Taste” has been substituted for “Be Happy—Go Lucky.” 


tion that any reason at all can be found 


smoke by the millions. Kids sneak butts 


only makes sense but produces results? 
Hasn’t anybody heard of research? 


Another Catch Phrase 


A story and an advertisement have one thing in common and one thing at 


What they have in common is this—that when they have to be written to 
order, they are seldom as well done, as interesting or as believeable 
as when they follow naturally upon an idea or an inspiration...when the 
person behind the typewriter is com- 
pelled by an inner rather than by 
an outer urge. 


ence and facility, he can write well, 
even brilliantly, to order. But his stuff 
never has the vitality and conviction 
as when it explodes out of enthusiasm 
and excitement. 


have at variance is this—and it makes 
all the difference in the world in the 
quality of what finally appears in print 
—a magazine or a newspaper can re- 
fuse a poorly done story. To be refused 
publication, an advertisement must be 
in execrable taste or outrageously un- 
truthful. 


written to order (because time presses 
or because it must be done), the writer 4 
generally falls back upon the tricks he 
has learned. The story will be woven 
around a reliable if trite plot. The ad- 
vertisement will revolve around a trick 


Celebrities in various fields tell what, 
to their taste. By some process—probably osmosis—the fact that Luckies ap- 
peal most to their taste in the cigaret field is presumed to provide sufficient 
reason for the less celebrated of us to be induced to switch to Luckies. 

Lucky Strike, then, in another phrase, “names the reason.” It explains that 
the celebrity “and several million other people think Luckies taste better be- 
cause they do, in fact, taste better.” And the reason for that is, ‘“‘Luckies are 
made of fine tobacco. L. S./M. F. T.—Lucky Strike Means Fine Tobacco.” 

This is the kind of campaign that grows out of sheer desperation—despera- 


legiance, other than constant exposure to a meaningless message. Yet people 


taries go to ladies’ rooms—to smoke. There is a deep inner urge to smoke. 
Why, we wonder, as the fragrant, lavender hieroglyphics of cigaret smoke 

write their inexplicable message all about us, hasn’t somebody gone to the 

trouble.of finding out—and winding up with a cigaret campaign that not 


To be sure, if the writer has experi- 


What a story and an advertisement 


When an advertisement or a story is 


tell something fundamental about the 


in their particular field, appeals most 


to induce smokers to switch brand al- 


in alleyways and behind barns. Secre- 


June 1 article “was run with the idea that 
it would provoke a lively controversy.” 
This I neither confirm nor deny. The net 
effect, I think, is good. It has brought to 
the attention of AA readers several cam- 
paigns that recognize motorists as fully 
sane and reasonably intelligent adults. 
Four exhibits from these campaign are 
on exhibit in the July 6 issue of ApvEeRTIS- 
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mnc Ac—E—the Esso ads, herein referred to, 
and salesensible ads by Mid-Continent, 
Ethyl, and Shell. Now I have three more 
that are worthy of honorable mention. 


s One is the current gasoline campaign 
of Pan-Am Southern Corp., New Orleans. 
Typical proofs were sent to me by Hal R. 
Yockey, advertising manager of the com- 
pany, as evidence that he is in agreement 
with the tenor of what I said in my June 1 
article. What this campaign is doing to 
sales I do not know, but I do know it is 
a serious and conscientious attempt at 
adult salesmanship-in-print. Fitzgerald 
Advertising Agency is the agency. 

The second exhibit was sent to me by 
W. D. Molitor, of The Jaqua Co., Grand 
Rapids advertising agency. Writes Mr. 
Molitor: “I agree with your article about 
gasoline advertising, except that, at least 
one company, not large enough to use the 
national magazines, does make an attempt 
to use good, sound copy, and reasons for 
buying the product.” Mr. Molitor empha- 
sizes that his agency refuses to stand on 
the superlative alone, and he explains, 
without apology, that his ads are not 
pretty. But what about results? Is this 
adult copy paying off? “Permit me to 
say,” writes Mr. Molitor, “that Leonard 
Refineries gross gallonage, after continu- 
ing at a level pace for several years, has 
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Nation’s Business is edited for easy-to-get-into reading ...here the busy 
executive finds new horizons on the hottest topics affecting business — startling timeliness — 
topnotch writing by the nation’s best writers, the same bylines you see in The Post, 
Reader’s Digest, The New Yorker, Harper’s. No wonder no other management or news 


magazine has as many businessman readers as... Nation’s Business, Washington 6, D. C. 


mass coverage of business management 
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increased 30% a year in the three years 
we have been handling the account.” 


® The third exhibit was sent to me by an 
old friend, Storrs J. Case, advertising 
manager of Sun Oil Co. of Philadelphia. 
He writes in part: “Your article on oil 
company advertising has been read with 
great interest by several of our officers 
and directors. ..Here we feel as you do, 
that most oil company advertising is 
mainly claim-and-boast without any re- 
ward for the reader or validation of the 


Tips for the Production Man... 


DEALER IMPRINT 


claims... Here we.make a sincere effort 
to give the reader something of value in 
exchange for his time and attention.” One 
of the several ads Storrs sent me is repro- 
duced herewith. It looks tedious and pon- 
derous, doesn’t it, and maybe you think 
nobody read it? Not so. Writes Storrs: 
“Our ads obtained the highest rating of 
any oil company ads ever checked by 
Gallup & Robinson and ad ‘C’ [the one 
shown here] was among the highest.” 


a Mr. Gray is right: A lively controversy 
has been provoked. But, so far, it appears 
to me that the debate has been pretty 
much one-sided. 


Desire for Standard Fractional-Page Units 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IIl.) 


A while back this column discussed the 
progress that is being made in adopting 
the standard 7 x 10 inch page unit, par- 
ticularly for business papers. Bill Eck- 
horn of the Grant & Wadsworth agency, 
New York, writes in to complain of 
the lack of uniform ad space dimensions 
for the small advertiser; the man who 
likes to use quarter pages, for instance. 

In the boating field, he points out, three 
books accept quarter page units measur- 
ing 7 x 2% inches, whereas another pub- 
lication demands 5% x 3% inch vertical 
and no horizontal ads accepted. 

The user of small space, of course, has 
less money for multiple setting of ads 
than does the big fellow. He would rather 
put the money into space than he would 
into production expense. He can always 
send layout, copy and cuts and have the 
publication set the ad, but most adver- 


tisers prefer the better control of typo- . 


graphy and layout that results from cus- 


tom composition. 
The lack of uniformity in fractional 
size ads arises from differences in publi- 


Employe Communications... 


cation trim page sizes and from individ- 
uality in column width. There is no desire 
on the part of advertisers to have all pub- 
lications look alike. One publication may 
find two columns of editorial to the page 
best suited to its format; others prefer 
three columns to the page. 

Therefore the publication which em- 
ploys three columns to the page has a 
different problem in ad unit sizing. To 
plan an editorial format which accom- 
modates both poses a real problem in 
typesetting and makeup. To have both 
two-column makeup and _ three-column 
makeup means careful pre-planning of 
material, and stories continued to the 
back of the book are difficult to place. 

The solution, it seems to me, is for a 
publication to allocate a certain few 
pages for ad units which for that period- 
ical are non-standard. The editorial ma- 
terial to fill these few pages should be 
pre-planned, copy-fitted to avoid necessity 
for carrying over text which may have 
been set to another width measure. 

Pubishers are doing so many other 
things to make their publications attrac- 
tive to advertisers that this one additional 
small concession should pay off in more 
space being used on account of lower 
plate costs. 


How to Handle News of Vacations 


By Robert Newcomb 

and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


In order to send the wage-earners of 
the nation on their annual holiday, the 


managements of America dig into the 
treasury for an impressive chunk of the 
folding material. Some who talk about 
the virtues of free enterprise are inclined 
to speak of vacations as something that 
management has provided for employes 
out of the goodness of its heart. True or 
not, this is a dangerous line of talk, since 


most employes feel that vacations are 
something they have earned and that 
management has little or nothing to do 
with it. 

Many plants and places of business 
around the country suspend operations for 
the usual two-week period, instead of 
staggering vacations through the summer. 
The communicator in a plant, appraising 
vacations in the light of what they can 
produce as news, is somewhat better situ- 
ated when he can cover vacations in one 
lump as opposed to the staggered basis. 
Regardless of how vacations are covered 
news-wise, they make good reading for 
employes, and here are some of the more 
helpful approaches to coverage in a typi- 
cal industrial operation: 

1, Through the employe paper. Editors 
generally are well fed with vacation news 
by plant correspondents or reporters, and 
some find the diet over-fattening. But one 
method is to catalog employe vacations 
according to areas visited, activities or 
shop department, and carry them in a 
special insert in the employe paper. If 
the insert is of the type that can be quick- 
ly assembled, separately printed and in- 
serted within the magazine at the last 
minute, the stuff will have at least some 
timeliness. If vacation news is included 
in the company journal in the normal 
schedule, it will be irritatingly stale by 
the time it appears. 

2. Through plant and office bulletin 
boards. One company is using bulletin 
boards for vacation news. Prior to the 
general plant closing, the personnel de- 
partment gathered information by printed 
questionnaire regarding employe vacation 
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plans. This was all assembled, written in 
a breezy, Winchellesque style, and posted 
just before the plant was shut. In another 
company, vacation information was as- 
sembled in much the same fashion and, 
while the plant was closed, the material 
was posted on the boards and was wait- 
ing for employes when they returned to 
work. 

3. Through the daily press. Alert com- 
munity press departments, scanning vaca- 
tion plans of employes, can generally un- 
cover a projected trip with a news twist. 
One company publicist discovered that— 
during the two weeks of vacation—com- 
pany employes were to visit 44 states and 
five foreign countries. One gir] in the ad- 
vertising department was to fly with her 
husband to South America; a male em- 
ploye was flying to Alaska. Two young 
male shop employes were to junket by 
hot rod as far as the schedule indicated 
they should go; they were then to turn 
around and drive back, trusting their ve- 
hicle would get them back to work in 
time. 


= The top company official—at the gen- 
eral headquarters level or at the plant 
level—can afford to send his people away 
on their vacations with some comradely 
message. It doesn’t take long to pen a note 
for publication, or to say something suit- 
able for posting on the plant boards. If 
the greeting does no more than to hope 
that each employe has a good time and a 
good rest, and comes back happy and re- 
freshed, it will have done some good. 
Good industrial relations are based on 
things as simple as that. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising, who at one time 
was advertising manager of Mar- 


shall Field & Co.) 


Here is a full-page-depth ad from the 
New York Times with a _ provocative 
heading. Perhaps you know instantly as 
you look at the ad what’s for sale. You 
can tell fast it’s a line of ranges. 

But are they gas or electric? Well, if 
we have to guess, we can. I’ll say elec- 
tric because RCA is connected with elec- 
trical things, or isn’t it? 

The RCA slug has a little lightning 
in it—or the jagged line that says “elec- 
tricity.” 

On the other hand, the burners in the 
big pic look like gas burners. But then 
do they? 

Clue...the copy says, “From RCA, 
world leader in research and electronics, 
comes a range so startling in design... .” 
“Electronics”...sure it’s electric. No... 
the lower left hand corner speaks of a 
“GIANT 5th BURNER.” If it were elec- 
tric, wouldn’t they say “element”? Or 
would they? 

Well, if it was confusion they wanted, 
it’s okay with me...they have it. Why 
should anyone want confusion instead 
of fusion? Instead of an ad that fuses 
all elements into a clearly communi- 
cated story? 

However, if you don’t give up easily— 
and sometimes it’s fun to try to make 
an ad tell you its story no matter how 
hard it tries to keep from it—you might 
happen to read the fine type in the little 
line immediately under the big illustra- 
tion, right hand side. It says: “See your 
RCA Estate Dealer—complete line of 
Gas & Electric models to choose from.” 

+ * + 


But there’s something else which, ac- 
cording to my standards, puts this ad 
down for a stinker. 

Read the big heading, follow down 


RCA ESTATE RANGES 
GIVE YOU FRE FOOD FLAVOR... 
| WITHOUT URWEALTHY GREASE OR FAT 


through illustrations and copy for a 
quick glance at the price. If this ad 
doesn’t give you the impression that the 
illustrated stove is for sale for $199.95, 
it doesn’t do anything. 

But in the very tiny type at the ex- 
treme left under the big illustration, 
you may read: “Model #5341. Illus- 
trated $379.95.” 

I have never been able to see why 
important business men who are above 
cheating on golf or bridge scores are 
glad to do a little cheating before the 
great audiences editors assemble. 

A scallion for RCA! 
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The largest advertisin 
expenditure ever place 
in any newspaper! 


51000000 


AGAIN advertisers set a new all-time 
record in Tribune advertising volume as 
they took advantage of the tremendous 
buying power in the Chicago market and 
the ability of the Chicago Tribune to 
produce best results. 

During the 12-month period ended June 
30, 1953, they placed in the Tribune 
more than $57,000,000.00 in advertising. 
This was the greatest volume ever placed 
in the Tribune in any 12-month period. It 
was far more than has ever been placed 
in any similar period in any newspaper 
in the world. 

What advertisers can afford to spend 


in an advertising medium depends on 
what they get out of it. Some advertisers 
individually spend in the Chicago Tribune 
more than $1,000,000.00 a year. Some 
invest more than $100,000.00. Some 
spend $10,000.00. But no advertiser, or 
group of advertisers, has ever exhausted 
the huge buying power represented by 
Tribune readers. 

To take full advantage of Chicago's 
high level of spending, see that your 
Chicago advertising program includes 
the Tribune and that your schedule is 
equal to your opportunities in this multi- 
billion dollar market. 


SHICAGORIRIBUN 


ADVERTISING SALES REPRESENTATIVES 


Chicago Detroit 


A. W. Dreier 


New York City 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 


E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220. 42nd St. Penobscot Bidg. 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 
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| Advertising Pages and Linage in Farm Publications 


Official Figures for June and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 


Commercial Dis- 
play Excluding 


Poultry, Classified Poultry, Classified 
and Livestock, in and Livestock, in 
-—Total Advertising, in Pages— -———-——Total Advertising, in Lines——. Lines —Total Advertising, in Pages— ————Total Advertising, in Lines—— Lines 

June June Jan.-June Jan.-June June dune = Jan.-June Jan.-June dune June June June Jan.-June Jan.-June June June —_ Jan.-June Jan.-June = June June 

1953 1952 1953 1952 1953 1952 1953 195219531952 1953 1952 1953 i952 1953 1952 1953 1952 1953 1952 

Farm Magazines | Missouri Ruralist ....... 26.5 27.4 305.1 269.7 20,131 20,828 +231,872 204,983 18,316 18,210 

Montana Farmer-Stockman 56.8 57.0 401.1 373.5 42,931 43,078 303,205 282,345 36,484 37,779 

ae | . . 45,248 23, 

ee ee ee tet saeek akees pages Selene Sauep Gtzes | ame fomw ....... 515 54.3 488.8 485.1 38,954 41,061 369,495 366,759 32,879 36,224 

eng Shem "as OL? 6049 6052 35045 39.324 259521 259642 34217 38179 New England Homestead . 30.6 25.6 249.8 247.3 21,393 17,936 174,875 173,140 13,714 12,238 

Sidi Meacicdiadiinen Aaitestiolas ' ' Ohio Farmer .......... 46.8 36.4 413.8 366.3 35,964 27,964 317,824 281,305 32,976 24,623 

#Upper South Edition . 32.4 28.2 246.4 202.7 13,883 19,171 105.713 137,853 12,699 17.555 Oregon Farmer Pere erT 33.6 38.2 299.5 278.6 25,428 28,876 226,449 210,618 23,850 27,124 

#Lower South Edition. 35.0 28.6 264.5 216.4 15,008 19,439 113,477 147,128 13,808 17,754 | Pennsylvania Farmer 3S BA 362 32 BGS BAW BIG! WA BM WAS 
#Southwest Edition .. 40.7 38.1 327.0 281.5 17,461 25,938 140,282 191,391 16,299 24,113 Traine Farmer: 

Average 3 Editions ... 36.0 31.6 279.3 233.5 15,451 21,516 119,824 158,791 14,269 19,807 | #llilinois_ Edition SS S526 50X46 4917 37,736 SEG S66AES 557.03 - S7KL =52,168 

tregrenine Ferme | Average 2 Editions”... 525 52.5 5035 4891 38.236 38252 366579 356.08 31243 32105 

¢ sas verage mtions ... ° ° e . a ’ ’ ’ ’ 

te aie, Ge an ae Skee cea RTT) Gnd ee | Ol Soe ...... 26.3 27.0 228.2 222.9 20,641 21,192 178,895 174,788 17,591 18,212 

aa. : ' "| Utah Farmer .......... 33.7 42.5 325.9 304.7 25,461 32,142 246,389 230,389 23,722 31,271 

i sella 83.8 77.4 605.7 573.0 56,981 52,620 411,903 389,634 55,285 50,986 | Wallaces’ Farmer ....... ey Ge a By BBE 

#Miss.-La.-Ark. Edition 85.1 80.2 605.5 592.4 57,849 54,556 411,738 402,838 56,254 52.851 Washington Farmer eeeee 33.7 38.4 298.4 286.4 25,464 29,047 225,618 216,504 23,886 27,295 

i... 922 849 GOR9 6322 65657 SITS1 411254 425934 60992 S8.903 | Western Farm Life ..... 28.8 31.4 219.0 226.6 22.607 24.610 171,661 177,686 20,250 22,923 

Average 5 Editions ... 87.5 80.4 627.3 597.5 59,503 54,704 426.571 406,321 57,722 52,921 §Herdsmen Edition peeee 11.6 13.1 226.0 233.8 9,057 10,280 177,195 183,267 3,392 4,085 

Successful Farming ..... 79.0 845 572.9 611.7 35,539 38,032 257.824 275,272 35,005 37,398 | ap samy Agriculturist .. 42.4 41.4 421.3 387.0 33,230 32,442 330,337 303,376 32,253 31,416 

Total Group ........ 422.5 424.2 3068.5 2,969.0 204,885 246,034 1,507,597 1,726,314 199,035 239,060 _ Total Group ......... St SO0.D SLING TIT RITE LT CRUISES CWE COLO 


+Changed from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January 
1953. #Not included in totals. 


#Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


Farm Linage Trend 


Figures in Thousands 


Monthlies 
*Agricultural Leaders’ 

og 16.4 15.4 115.9 1365 3,220 3,024 22,724 26,754 3,220 3,024 | 
American Fruit Grower .. 28.7 23.8 216.5 190.9 12,380 10,287 93,540 82,480 12,274 10,132 | 
American Poultry Journal: .¢ 

#Eastern Edition .... 21.2 26.8 247.5 255.4 9,093 11,492 106,162 109,556 7,647 9,289 

#Central Edition .... 17.9 24.7 195.2 209.3 7,688 10,578 83,740 89,811 6,662 9,049 

#Western Edition .... 18.1 21.7 176.3 178.7 7,759 9,298 75,644 «76,665 6,144 8,148 

Average 3 Editions ... 19.1 24.4 2063 2145 8,180 10,456 88,515 92,011 6818 8,829 
Arkansas Farmer ........ 16.0 144 124.3 101.6 12,121 10,909 93,944 76,777 11,702 10,427 
Better Farming Methods . 31.7 31.1 2209 223.0 13,608 13,360 94,775 95,647 13,608 13,185 
Breeder's Gazette ...... 165 13.2 119.0 1258 7,439 5,955 53,561 56613 5910 4,148 | 
Broiler Growing ....... 34.3 36.2 246.6 257.2 14,696 15,537 105,768 110,308 9,479 10,526 | 
*California Citrograph .. 19.8 20.3 134.3 146.7 13,314 13,608 90,202 98,568 13,174 13,608 | soageaies 
California Farm Bureau Bl-WEEKLIES BME We eee CANADIAN 

Monthly ............ 104 114 738 675 7,882 8645 55,810 51,055 6,692 8,127 1953 : oo, 

*Carolina Co-operator ... 8.7 9.7 525 63.3 3,640 4,060 22,008 26,570 3,640 4,060 
*Cattleman, The ....... 100.6 988 708.1 6746 42,245 41,482 297,395 283,303 18,232 16,188 sune [97 | cee JUNE }170} 
t*Electricity on the Farm 125 165 75.2 90.5 4,464 5,902 26,844 32,296 4,464 5,902 ee 8 : ~- 
t*Farm Management .... 14.0 156 97.7 62.2 6,279 7,019 43,962 28,007 6,279 7,019 Maris | ee 
|||Farmer-Stockman ..... 40.7 28.6 316.5 241.8 17,453 21,719 135,799 183,746 15,552 20,828 Z 152 Ce 

*Florida Cattleman ..... 62.9 51.6 453.3 347.7 26,404 21,680 190,362 145,984 18,004 14,056 4 a 

*Florida Grower ....... 141 11.4 127.2 130.4 9,583 7,753 86,502 88,653 9,170 —7,288 june EY 

Kentucky Farmer ....... 17.5 16.1 165.7 151.1 13,731 12,644 129,947 118,466 12,256 12,130 s 

*Michigan Farm News .. 2.55 29 17.0 15.5 5,895 6,679 39,355 35,977 5,754 6,657 

H4EMississippi Farmer ... 106 —— 604 —— 8,015 — 45,676 — «7931 —— iy 

*Missouri Farmer ...... 8.3 5.2 51.6 32.5 5,706 3,560 35,523 24,207 4.971 2,798 | *Free Press Prairie Farmer linage for June ‘53 and June ‘52 not included. 

National Live Stock " 

"eer 68 60 680 555 4,944 4,362 49,508 40,420 4,729 4,080 | Bi-Weeklies 
*Nation’s Agricultwe ... 86 5.5 544 49.1 3,888 2,474 24,491 22,111 3,888 2,474 | Arizona Farmer ........ 71.8 66.0 498.2 469.1 54,254 49,894 369,839 354,646 52,413 47,516 
*New Jersey Farm & Garden 37.0 39.0 317.0 314.0 16,652 17,572 142,653 141,253 14,244 15,056 | California Farmer: 

*Ohio Farm Bureau #Northern Edition 47.2 44.0 362.6 345.5 35,675 33,290 274,102 261,185 33,560 31,148 

SY cidheessbecss' 80 124 624 66.1 3621 5,578 28,177 29,751 3,361 5,328 #Southern Edition 46.4 44.2 353.2 348.3 35,092 33,415 267,049 263,311 32,977 31,273 
Pacific Poultryman ..... 31.8 34.7 225.5 247.2 13,661 14,902 96,724 106,041 10,766 11,101 Average 2 Editions ... 468 44.1 357.9 346.9 35,384 33,352 270,576 262,248 33,269 31,211 
Poultry Tribune: —_— _ wee * *Dairymen’s League News 9.7 14.3 74.8 85.1 7,079 10,374 54,476 61,908 6,695 9,979 

#Eastern Edition ..... 22.1 249 259.6 , 4 0, 11,371 128,482 7,753 en | @64 Ge ww iS 244 : ann “eee nine: “mee 

ee ee ee ee a | 6c lh ee oe el ee oe i Se eS aS oS a ae 

#Western Edition .... 17.6 21.2 1925 2202 7,561 9,078 82,564 94,481 6,698 8,097 

Average 3 Editions ... 20.0 23.8 226.4 261.3 8,570 10,213 97,120 112,087 7,314 8,776 All figures in the following groups were compiled by Advertising Age 
*Southern Farm & Home. 10.3 7.7 57.8 57.6 10,265 7,650 57,713 57,598 8902 6,350 
Southern Planter ....... 23.4 19.7 211.9 198.7 16,404 13,798 148,345 139,096 15,745 12,874 | Weeklies 
*Turkey World ........ 26.9 38.1 3048 3441 11,547 16,282 130,781 147,621 9,654 14,000 | Weekly Star Farmer: 

*Western Dairy Journal . 35.3 36.7 235.1 229.4 14,840 15,414 98,769 96,422 9,779 8,960 Kansas Edition ....... 15.6 16.5 140.3 149.3 38,403 40,682 345,486 , t 
*Western Livestock Journal 122.7 91.8 706.6 648.6 51,520 38,553 296,793 272,395 12,943 12,873 Missouri Edition ..... 14.9 16.6 141.8 146.2 36,761 40.873 349,400 aan ey oof orf 
*Wyoming Stockman- _-Ark. iti : ¥ : f | i 5: ; 

— oe ah tek woke wees tees teem meee es (fe Okla.-Ark. Edition 14.3 15.2 131.2 1358 35,261 37,545 323,216 334,597 22,890 24,843 

Total Group ........ 827.5 773.9 6,121.7 5,844.9 403,850 381,833 2,993,491 2,911,821 298,190 289.490 Dailies 
#Not included in totals. tJune-July issues combined. {Bi-monthly from January through April. |||Changed from 760-line page | Chicago Daily Drovers 
to 429-line page in January 1953, §Started publication in January 1953. oS errr 20.0 18.8 195.0 179.8 42,823 40,020 415,089 382,586 29,807 21,250 

Kansas City Daily Drovers 
Newspaper Monthly Farm Sections Telegram ........... 22.0 23.7 226.2 227.0 46,723 50,516 481,164 483,007 30,210 29,691 
*lowa Farm & Home... 13.6 16.4 1308 160.1 14,300 17,310 137,958 168,893 14,300 17,025 | Omaha Daily Journal 
*Rural Gravure ........ 74 9<1 454 47.9 7,392 9,108 45,396 47,841 7,392 9,108 Stockman ........... 21.4 23.5 223.7 2246 45,569 50,111 476,120 477,946 33,560 36,629 
*Texas Ranch & Farm... 33.2 18.9 118.1 141.0 34818 19,894 124,040 149,590 33,194 18,757 | St. Louis Daily Livestock 
Total Group ........ “S42 “G44 “2943 “349.0 “56510 ~ 46,312 “307,394 366,324 54,886 44,890 | Reporter ........... 4.2 140 1447 136.0 30,149 —_ 29,884 307,830 289,459 22,109 20,393 
| Total Group ...... 77.6 80.0 789.6 767.4 165,264 170.531 1,680,203 1,632,998 115,686 107,963 
Semi-Monthlies | 
American Agriculturist .. 21.9 22.0 197.7 195.4 15,965 15,995 143,921 142,259 14,175 14,187 | Canadian 
*California Grange News . 11.6 9.8 77.2 58.0 12,542 10,580 84,145 63,092 5,418 6,146 | Country Guide ......... 36.5 36.8 286.2 265.6 26,305 26,484 206,135 191,221 26,305 26,484 
Colorado Rancher & | Family Herald & Weekiy Star: 

Eso tue bass coos 35.6 29.9 244.2 227.7 26,926 22,603 184,629 172,120 22,509 20,587 #Eastern Edition 77.9 68.1 595.6 557.0 53,526 47,286 571,256 536,252 53,526 47,286 

*Cooperative Digest .... 10.7 7.2 55.3 505 4,481 3.010 23,165 21,138 4448 —— | Western Edition 64.4 56.1 499.3 466.4 64,435 56,067 499,216 466,273 48,248 41,928 
Dakota Farmer ........ 58.8 46.8 426.9 385.0 46,076 36,674 334,707 301,827 45,122 36,025 Average 2 Editions ... 71.2 62.1 547.5 511.7 58,981 51,677 535,237 501,263 50,887 44,607 
SA WE abiacserds 52.2 53.3 496.9 482.0 40,955 41,820 389,536 377,851 36,779 37,440 | Farmer's Advocate & 
Hoard’s Dairyman ...... 37.8 36.5 285.6 274.4 27,501 26,567 207,886 199,765 22,182 21,366 Canadian Countryman 34.2 38.1 332.4 282.3 23,916 26,698 232,575 197,723 20,289 22,899 
Idaho Farmer ......... 36.8 41.4 316.7 285.8 27,857 31,269 239,443 216,089 26,083 29,517 Farmer's Magazine ...... 28.7 25.8 218.5 2046 12,325 11.047 93,765 103,378 11,835 10,905 
*Indiana Farmer's Guide. 15.2 19.2 169.8 170.5 41,886 15,069 133,022 133,767 8,200 11,352 | Western Producer ...... 45.4 38.9 348.7 320.8 48,577 41,598 373,143 343,234 30,776 23,840 
Kansas Farmer ........ 31.9 34.3 292.4 280.1 24,210 26.071 222,253 212,886 22,579 24,673 Total Group ........ 216.0 201.7 1,733.3 1,585.0 170.104 157,504 1,440,855 1,336,819 140,092 128.735 
Michigan Farmer ....... 39.7 39.0 349.5 323.0 30,452 29,973 268,440 248,089 26,685 26,175  #Not included in totals. 


Extends Drive for Coffee Bakerstield Gets TV Outlet |Osborn Brush Promotes West 


Manning’s Inc., San Francisco,, Kern County Broadcasters, op- | cr 
has extended promotion for its erator of KERO, Bakersfield, Cal., | vertising manager of Osborn Brush 
coffee to the Pacific Northwest.|has been granted a construction Co., Cleveland, has been promoted 
Radio spots and station breaks| permit for a television station in|to advertising manager. Mr. West 
have been scheduled on KING, | Bakersfield. Lemert Broadcasting Succeeds C. A. Dolby, who has 
Seattle, and KHQ, Spokane. Seat-/|Co., also a contestant for the avail- been named manager of distributor 
tle, Tacoma and 14 other Washing- able channel, has withdrawn after sales. 
ton communities will be covered | obtaining 10% of the stock of Kern | 
with 24-sheet posters. Knollin Ad-| County Broadcasters. Both radio Liggett Names Hackstedde 
vertising Agency, San Francisco, | and TV will be operated under the | Marvin E. Hackstedde, formerly 
the Manning agency, also is plan-|same staff. Gene De Young will advertising manager of Ohio 
ning an extended fall campaign in| continue as president and general| Crankshaft Co., Cleveland, has 
Southern California. | manager, Len Croes as director of | peen appointed an account execu- 
operations, and Ed Urner as gen- tive and engineering consultant of 
eral sales manager. ‘Carr Liggett Advertising Inc., 
| Cleveland. 


Appoints Liebing & Perkins 


H&C Distributing Co., Ft. Thom- | To Dancer-Fitzgerald-Sample 


.. distributor of Molyfilm, ; 
Pe 2M lubrica “rd has: Robert S. Johnson, formerly tel- Lang & Co. Appoints Mackay 
named Liebing & Perkins, Cincin-|evision consultant of RKO-Pathe,| Lang & Co., Seattle, has named 
nati, to handle its advertising. A|jhas joined Dancer-Fitzgerald- Wallace Mackay & Co., Seattle, to 
newspaper and television drive has| Sample, New York, as a commer-j|handle advertising for its Gold 


been planned. ‘cial film producer. | Shield coffee. 


Richard M. West, assistant ad-| 


Dewees Reopens Coast Agency | Wright Joins C. A. Dunham 


Malcolm Dewees, formerly an William G. Wright, formerly 
account executive of Abbott Kim-| manager of marketing of Panellit 
ball Co., has reopened his own) Inc., Chicago maker of instrument 
agency, Malcolm Dewees Inc. Tem-| and control panelboards, has been 
porary offices have been estab-/| named executive assistant to H. S. 
lished at 1233 Montgomery St., San! Marshall, president of C. A. Dun- 
Francisco. j}ham Co., Chicago heating equip- 
/ment manufacturer. 

_WBAL Names Christal | 
: Two Name Rat Advertisi 

WBAL, Baltimore, has appointed | 4 W e hia vertising 
Henry I. Christai Co. to represent, Peter A. Frasse & Co., New York 
it nationally, effective Aug. 1. At)|steel distributor, and Stainless 
present the station is represented Welded Products Inc., Jersey City 
by Edward Petry & Co. _maker of welded steel tubing, have 

|appointed Raf Advertising, New 


Wangerin to Arthur R. Mogge York, to handle their advertising. 


Wallace C. Wangerin, formerly | 
head of his own art studio in St. E. 7. Howard Names Reise 
Louis, has been appointed art di-| Michael Reise has joined the 
rector of the St. Louis office of copy department of E. T. Howard 
Arthur R. Mogge Inc. |Co., New York. 
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cleansing cream produced by Elmo Inc., 

Philadelphia. Magazine ads will’ break in 

September. Petrik-Kevis-Greenfield, Phila- 
delphia, is the agency. 


Burlap Council 
Plans Campaign 


on Uses of Bags 


NEw York, July 21—The Burlap 
Council of the Indian Jute Mills 
Assn. will open a campaign in Sep- 
tember directed at the agricultural 
market, largest consumer of bur- 
lap in the country. 

Two-color pages will be used in 
Farm Journal and _ Progressive 
Farmer, starting in September, and 
one-color pages will be used in 
Hoard’s Dairyman. Copy will be 
directed at showing how farmers 
benefit by using burlap bags be- 
cause of their resale value and 
numerous uses. 

The council was established 
about a year ago here by Indian 
Jute Mills Assn. of Calcutta as a 
trade and informational group in 
cooperation with burlap and bag 
associations in the U. S. Last Sep- 
tember it appointed J. Walter 
Thompson Co. to handle its ad- 
vertising (AA, Oct. 6, 52). 


a A feature of the advertising 
campaign this fall, William A. Nu- 
gent, v.p. of the council, said, is 
that it will offer literature to aid 
farmers in caring for empty bur- 
lap bags so as to get the highest 
resale value. In addition, a pro- 
gram of burlap handicraft for 
farm homes will be developed. 
The council will also use a 
number of business papers to sup- 
plement its campaign in the agri- 
cultural field. But, Mr. Nugent 
said, stimulation of demand for 
burlap bags at the grass roots lev- 
el on the farm is considered neces- 
sary to show packers of feed, fer- 
tilizer and other farm supplies that 
a preference for burlap bags exists. 


Duvall Named NIAA Exec 


J. A. Duvall, advertising super- 
visor of A. O. Smith Corp., Mil- 
waukee maker of heating, welding 
and automobile equipment, has 
been named a v.p. of the National 
Industrial Advertisers Assn., New 
York. Mr. Duvall will complete the 
unexpired term of William C. 
Sproull, Burroughs Corp., Detroit, 
who was elected NIAA president 
recently. 


Flanigan to Arkansas Dailies 


Darwin K. Flanigan, formerly 
sales manager of Illinois Daily 
Newspaper Markets, has joined 
Arkansas Dailies Inc., publishers’ 
representative, as district manager 
in charge of operations in Tennes- 
see, Kentucky, and northern Mis- 
sissippi. His headquarters are in 
Memphis. 


Miss Miller Joines Comstock 


Daune Miller has been appointed 
director of the radio and television 
department of Comstock & Co., 
Buffalo agency. 


Gowland Creations to Western 


| Gowland Creations, Santa Bar- 
bara, Cal., distributor of Ships in 


Bottles, a hobby item, has ap- j 


|pointed Western Advertising Agen- 
'cy, Los Angeles, to handle its ad- 
| vertising. An intensive national 
|consumer magazine promotion will 


‘be launched, which will be mer-| 


|chandised in trade . publications 
and with sales promotion litera- 
ture. 


Littman Joins Jones & Brown 


count executive of George N. Kahn 
Co., New York agency, has been 
appointed advertising director of 
Jones & Brown Inc., Pittsburgh, 
national distributor of Inselbrick 
products and Pittsburgh Interlock 
Plastic Wall Tile. 


WBT, WBTV Boosts Benton 


Nelson Benton, for the past year 


‘| publicity director of WBT and 


LATEST LIQUID—Scheduled for introduction 
this fall is Photo-Sheen, bottled liquid | 


and WBTV, Charlotte, N. C., op- 
erated by Jefferson Standard 
Broadcasting Co., has been pro- 
moted to promotion supervisor of 
the stations. He will retain his 
public relations duties. 


Earl Littman, formerly an ac-|} 


| 


j 
| 


| 
| 


EUGENE LESSERE has been named group 

head of television copy for William H. 

Weintraub & Co., New York. He former- 

ly supervised television commercials for Ted 
Bates Inc., New York. 


WXYZ, Detroit, Promotes 2. 


Bob Baldrica has been promoted | 
to promotion and advertising di- 
rector of WXYZ and WXYZ-TV, 
Detroit. Bill Morgan, who has been 
with WXYZ for nine years, has 
been promoted to sales represent- 


manager 


| Lewis Joins Baltimore Press 


Robert G. Lewis, formerly with 
Farrington Mfg. Co., Boston, has 
joined the sales staff of the Lord 
Baltimore Press, New York pack- 
ee printer. 


Condon to Anderson & Phillips 


Joe Condon has been appointed 
of the newly opened 
Cleveland office of Anderson & 
Phillips Co., New York sales rep- 


69 


resentative. The office will handle 

western Pennsylvania, Kentucky 

= West Virginia, in addition to 
io. 


Dunlap Appoints Blank 

H. E. Blank Jr., formerly edi- 
tor of Modern Industry, which 
was bought by Dun’s Review re- 
cently (AA, June 29), has been 
elected a v.p. of Dunlap & Associ- 
ates, Stamford, Conn., industrial 
consultant. 


ative of WX YZ-TV. 


Using 


AD-VER-TIS-ER 
THE AD-VER-TIS-ER, 


INC., 


in Selected Areas! 


FORT WAYNE, INDIANA 


MATERIAL 
SALES 


ALBANY -TROY - SCHENECTADY, 
NEW YORK . 


FORT WORTH, TEXAS 
DES MOINES, IOWA. 
BALTIMORE, MARYLAND . . 
CINCINNATI, OHIO . 
DENVER, COLORADO 
MIAMI, FLORIDA . 

OKLAHOMA CITY, OKLA. . 


SAN DIEGO, California 6 © $49,547,000 


Data Copyrighted 1953 Sales Management, Survey of Buying Power; further reproduction not licensed. 


- $23,954,000 


» « « 43,435,000 
- « « 12,605,000 


37,761,000 
44,282,000 


- « « 36,819,000 
~ . . 42,1 03,000 


32,150,000 


These two, great newspapers are 
your door-to-door” salesmen to 
over 90% of the San Diego homes. 
This saturation coverage pro- 
vides maximum impact at a 


minimum of cost! 


THE MOST om 


IMPORTANT CORNER 
ra IN THE U.S.A. 
=%3 


San Diego Union 


san “ine EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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Moore Rejoins Crook 

Weldon L. Moore Jr. has re- 
turned to Crook Advertising Agen- 
cy, Dallas, as an account executive 
after two years of military service. 


A. C. Stensgaard, 
Display Firm V.P., 
Dies in New York 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium. Write or 
phone Fred E. Owens, Publisher. 


tahing “/ackle 


: TRADE NEWS 


Phone Wilmette 4714 


Wilmette, Illinois 


Cuicaco, July 23—Anton C. 
Stensgaard, 55, for seven years 
executive v.p. of W. L. Stensgaard 
& Associates, and brother of Wil- 

liam L. Stensgaard, the company’s 
president, died yesterday in New 
York. His death came after a heart 
|attack suffered during a business 
trip there. 

Born in Newman Grove, Neb., 
both he and his brother were 
| forced to earn a living at an early 
/age, and neither of them was able 
to finish grade school. During 
World War I, he enlisted as a pri- 
) vate in artillery. 


In this “City Within A 


over 75% of all adult Negroes 


(compared with only 53% 
by the largest daily) read 


THE CHICAGO DEFENDER! 


® Write for your free copy 


THE CHICAGO DEFENDER'’S 
—"First Annual Consumer Market 


Survey” just published. 


© First time available. 


Authoritative study revealing 
brand preferences and buying 
habits of metropolitan Chicago's 
600,000 Negro market—America’s 


No. 1 Negro Market! 


MAIL 
COUPON 


THE CHICAGO 
3435 South Indi 


Please send me 


Mr. Frank L. Stanley, Director of National Advertising 


| 


City” 


coverage 


of DEFENDER 


PUBLICATIONS 
SERVING AMERICA'S 
$15,000,000,000 
NEGRO MARKET! 
Chicago Defender 

Gary Defender 
Michigan, Chronicle 
National Defender 
Tri-State Defender 
Louisville Defender 
New York Age Defender 


a 


DEFENDER, Dept. A-7 
lana Ave., Chicago, Illinois 


THE CHICAGO DEFENDER’S “First Annual 


: Consumer Market Survey” . . . without obligation, of 
| Ps course! 
TODAY! : 
: Name ore Title 
: Firm Name ? 
: Address 
: City Zone Stote 


| Between wars, Mr. Stensgaard 
was chiefly associated with Bo- 
vaird Oil Well Supply Co., Tulsa, 
where he served for 25 years, 
working his way up to sales man- 
ager. He went back into the serv- 
ice in World War II, saw duty in 
Burma and India, and came out a 
major. 


® In 1946, he joined his brother’s 
display materials firm as execu- 
tive v.p., with his primary concern 
being the internal operations of 
the company. 

He later returned to the sales 
end, however, and for the last 
four years handled several of 
Stensgaard’s largest accounts, in- 
cluding RCA and Ford. 

He is survived by his brother 
and two sisters. 


Dr. Otho F. Ball 
Dies: Founder of 
‘Modern Hospital’ 


Cuicaco, July 21—Dr. Otho F. 
Ball, 78, president of Modern Hos- 
pital Publishing Co., died July 19 
at his home. 

Dr. Ball, who was born in Water- 
loo, Ia., attended the University of 
Wisconsin and received his M. D. 
degree in 1897 from the St. Louis 
College of Physicians & Surgeons. 
After post-graduate study in New 
York, he practic- 
ed in St. Louis for 
six years, special- 
izing in ophthal- 
mology. With a 
group of St. Lou- 
is physicians he 
founded the In- 
terstate Medical 
Journal in 1903. 
Through this 
publication, Dr. 
Ball was influen- 
tial in promoting 
ethical advertising practices. 

Dr. Ball’s interest in medical 
publishing increased with his ex- 
perience on the Interstate Journal 
and after a world tour of hospital 
and medical facilities he estab- 
lished Modern Hospital in 1913. 
During World War I, after studying 
military procurement methods for 
medical supplies, he started the 
Hospital Yearbook, now known as 
the Hospital Purchasing File. 

In 1928, Dr. Ball founded his 
third publication, Nation’s Schools, 
a monthly designed for school ad- 
ministrators. College & University 
Business, another Modern Hospital 
publication, was started in 1946. 

Dr. Ball’s son, Peter, is eastern 
advertising manager for the com- 
pany. 


HELEN O'NEILL 

OAKLAND, CAL., July 21—Helen 
O’Neill, 62, manager of the Oak- 
land office of Fielder, Sorensen & 
Davis, West Coast transit adver- 
tising company, died July 8 after 
an illness of several weeks. 

Miss O’Neill, who had been with 
Fielder, Sorensen for 12 years, was 
a past president and secretary of 
the Oakland Advertising Club. 
She also served as a district v.p. 
and v.p. at large of the Advertising 
Assn. of the West. 


Otho F. Ball 


WILLIAM C. FORESMAN 
Cuicaco, July 21—William C. 
'Foresman, 87, treasurer of Scott, 
| Zeveemen & Co., text book pub- 
‘lisher, died July 19 in Tucson, Ariz. 
who was born 
attended La- 


| Mr. Foresman, 
near Easton, Pa., 


* fayette College. With his brother, 


‘Hugh Austin, now board chair- 
_man of the company, Mr. Fores- 
/man joined E. H. Scott in the for- 


/mation of Scott, Foresman in 1896. 


JOHN J. SHERIDAN 
New York, July 21—John J. 


Sheridan, 74, president of Phoenix | 


|'Engraving Co., died July 19 at 


‘Westchester Square Hospital. A | 


, native of New York, Mr. Sheridan 


| 


| 


J 


was a craftsman and a member of | 
the photoengravers union before 
organizing his own company in 
partnership with Frederick Graes- 
sle, who is still active in the busi- 
ness, and two other partners now 
deceased. Mr. Sheridan was a 
member of Photoengravers Board 
of Trade of New York for many 
years and a former director of the 
employers organization. 


ROBERT M. NICHOLS 

BETHEL, ME., July 21—Robert M. 
Nichols, 63, retired editor of Field 
& Stream and a former copywriter 
with Batten, Barion, Durstine & 
Osborn, died July 19 at his home 
here. 

He began his career as a news- 
paper reporter on the old New 
York Evening World. Later, he 
wrote advertising copy for BBDO 
before joining Crowell Publishing 
Co. as an editor. He was editor 
of Field & Stream for 13 years. 


HERMAN C. SCHIMPFF 


Los ANGELES, July 21—Herman 
C. Schimpff, 61, sales director of 
Nelson R. Crow Publications, died 
July 18 from a heart ailment. 

After serving as an Army officer 
during World War I, Mr. Schimpff 
entered the advertising business in 
Chicago and established his own 
agency there. He later moved to 
California and became an inde- 
pendent motion picture producer 
before joining the Western Live- 
stock Journal staff in 1938. 

At the time of his death, Mr. 
Schimpff was in charge of all 
national advertising for Western 
Livestock Journal, Western Dairy 
Journal and Farm Management. 


HAROLD E. PRITCHARD 

Co.tumsvs, O., July 21—Harold 
E. Pritchard, 54, a representative 
of Hearst Advertising Service, 
died here July 17 while on a busi- 
ness trip. 

Mr. Pritchard, who lived in 
Pittsburgh, covered the Columbus, 


Cincinnati and Dayton territories | 
for Hearst. Before joining the’ 
company in 1937 he had been an| 
account executive with the Pitts-'| 
burgh Sun-Telegraph. | 


Boosts William H. Blackton 


William H. Blackton, since 1926 
a member of the staff of the Ex- 
press, Easton, Pa., has been pro-| 
moted to regional sales and promo- 
tion manager of WGLYV, Easton. 
The new u.h.f. television station 
and the newspaper are owned by 
Easton Publishing Co. 
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Knomark Fills Spot 
Left by Fiberglas 
in Godfrey Lineup 


New York, July 24—When Co- 
lumbia Broadcasting System’s top 
salesman comes back to work aft- 
er a sick leave, he will have a new 
sponsor waiting for him. 

The network’s No. 1 star—Ar- 
thur Godfrey—is due to return to 
the “Talent Scouts” simulcast 
(Lipton) July 27. He will return 
to his Wednesday night program 
July 29. 

In both cases, the Godfrey por- 
tion of the programs will originate 
at his home in Virginia, where he 
is recuperating from a hip opera- 
tion. The rest of the show will be 
broadcast from New York as usual. 
On TV the split screen technique 
will be used. 


e Mr. Godfrey is expected to re- 
sume his morning simulcasts on 
Aug. 3. This program will have 
a new sponsor, Knomark Mfg. Co. 
(Esquire boot polish), to alternate 
with Kleenex in the first 15 min- 
utes of the five-a-week show. 
Emil Mogul Co. is the agency. 

The polish moves in to fill a va- 
cancy created by the exit of Ow- 
ens-Corning Fiberglas Corp., which 
is giving up the morning partici- 
pation to present the “Arthur God- 
frey Digest” this fall. Time for the 
30-minute digest was bought 
through Fuller & Smith & Ross. 
The Sunday afternoon program 
consists of recorded highlights of 
the morning sessions. It has been 
off the air during the summer. 


Robert Woods Joins Peck 


Robert J. Woods, formerly with 
Lawrence Fertig & Co., New York, 
has joined Peck Advertising, New 
York, as an account executive. 


NEWS ITEMS 


on any subject > 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 


Note these features — 
1. ALL STEEL CONSTRUCTION 
2. ENAMEL FINISH 
3. MODERN STYLING 


IN TWO MINUTES 


4. SIGN PANEL CHANGED 


AGENCY 
& 


NATIONAL 
ACCOUNTS 


IT’S 


NEW 


3 IN1 
1. PROCESS 
2. PASTE 
3. PAINT 


FREE franchises OPEN in all cities 
Write today for full details 


| Manufactured by Cc Oo U R TE SY 


610 WHITE STREET @ 


HOUSTON, TEXAS 
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Alsdorf Predicts 
Larger Housewares 


Promotions Ahead 


ATLANTIC City, July 21—The 
largest expenditures for promo-| 
tion and advertising ever made by | 
manufacturers in 
= the housewares | 
| and small appli-_ 
- ance field are in 
* prospect for the 
;» next 12 months, 
' according to 
| James W. Als- 
dorf, president of 
Cory Corp., Chi- 
cago, and _ past 
president of the 
National House- 
wares Manufac- 


J. W. Alsdorf 


turers Assn. 

Attending the annual exhibition 
in Convention Hall here last week, 
Mr. Alsdorf said the refusal of 
manufacturers to raise prices has 
resulted in a concerted drive to 
increase sales volume. A_ sharp 
rise in business during the past 
year has provided promotional and 
advertising budgets—usually fig- 
ured at 59% of the gross—with in- 
creased funds. He forecast an even 
larger apportionment for the cur- 
rent year. 


@ “Merchandising, sales and ad- 
vertising managers of the 2,500 
firms in the industry are planning 
the biggest advertising outlay in 
history to assist in stimulating in- 
terest of both the merchant and the 
consumer,” Mr. Alsdorf said. 
‘““Magazines, television, radio and 


newspapers, coupled with local 
and regional promotions, will 
share in campaigns. The major 


segment of the advertising seems 
slated for national magazines, par- 
ticularly those in the women’s 
group,” he said. 

The influence of television is be- 
coming felt as a medium for ad- 
vertising, since it lends itself to 
demonstrating products instead of 
merely describing them, the Cory 
president continued. Local TV 
shows are being used on a cooper- 
ative basis in increasing numbers, 
with the home economics type of 
program most popular. 


es “There is much action at the 
manufacturing level,’ Mr. Alsdorf 
declared, “with renewed attention 
being given to packaging methods. 
Gift cartons are replacing ordinary 
cartons. Window and counter dis-| 
plays are being packaged along 
with the product to arouse interest. 

“Combination fact tags and dis- 
play tags are becoming more popu- 
lar, and displays are being 
attached to the product to conserve 


valuable space in the retailer’s 
windows and shelves.” 

New designs for envelope stuff- 
ers are making their appearance, 
and fall and holiday gift books are 
on the increase, Mr. Alsdorf said. 

He declared the housewares and 
small appliances field does 65% of 
its volume in the last four or five 
months of the year, and the tempo 
and pace of promotional activity 
will increase about Oct. 1. 


es “As a result of industry opti- 
mism, budgets and sights are 
raised this year, and firms are act- 
ing accordingly,” he said. 

Mr. Alsdorf used Cory Corp. as_ 
an example. In 1952, he said, the 
advertising budget for his com- 
pany reached $385,000, while the 
1953 appropriation is set at $650,- 
000. 

A. W. Buddenberg, of Chicago, 
executive secretary of the associa- 
tion, termed the 1953 show “ex- 
tremely successful.” He said the 
summer exposition here generally 
follows the pattern of the annual 
furniture show in Chicago, which 
was “weak” this year. 


se “Our show was_= surprisingly 
successful,” Mr. Buddenberg. 
added. “Exhibitors apparently | 


didn’t realize that inventories were 
low. A lot of business was written 
and there appeared to be neither | 
an up nor down trend in prices.” | 

He revealed that the association | 
has contracted with the Municipal | 
Auditorium to utilize the conven-| 
tion hall’s grand ballroom for the 
1954 exhibition, providing 12,800 
additional square feet of space for 
exhibitors. 

The show reflected changes in 


/milady’s way of housekeeping, as) 


indicated by items designed for} 
outdoor cooking, for display of | 
cooking utensils on kitchen walls 
and the necessity for decorative as | 
well as useful kitchenware. 


New Gas Study Issued 


The Gas Appliance Manufactur- | 
ers Assn. has issued a new study of | 
the potentials involved in the mul- 
ti-billion-dollar expansion pro-.| 
gram of the natural gas industry in | 
its 1953 edition of “Natural Gas 
Construction Data.” Copies of the 
brochure are available at $2 a copy 
from the association at 60 E. 42nd | 
St., New York 17. 


| CYRUS NATHAN, formerly with Foote, Cone. 


| & Belding, has joined Biow Co., New York, 

| as a v.p. on the Philip Morris account. He 

was with FC&B and, prior to that, with 

Lord & Thomas for more than 18 years, de- 

voting much of his time to the American 

Tobacco Co. and Toni home permanent 
accounts. 


Buys Powdered Metal Corp. 


Yale & Towne Mfz. Co., Stam- 
ford, Conn., and New York, has 


71 


purchased the business and assets Norsworthy Manages Agency 
of Powdered Metal Products Corp.| Thomas W. Norsworthy, execu- 


| of America, Franklin Park, Ill., in tive v.p. of Taylor-Norsworthy, 


exchange for 12,000 shares of Yale| Dallas agency, has been promoted 
& Towne stock. Ito general manager. 


Pe ee eh a ae" Se 


COMPLETES SALES 


POINT OF SALE > \|svromtorsaiel 


pa L conse py res mm ALL orwte 
} || AT Pomt OF PURCHASE 


- - _ . ‘ 


: = ‘Fe : ’ 
ees "118124 WEST PEARL ST,” CIN 
Producers of illuminated and non-illumineted types of signs. 
Serving manufacturers of brand-name products from coast to coast. 


Representatives in principal cities 


eee ey ee ere eee, 


Kansas City 1729 Grond Ave 


Louis Bromfield Says— 


The Weekly Star Farmer is one of the greatest 
influences for good in American agriculture. 
In its long and important history it has con- 
tinued to contribute to the progress of agricul- 
ture in every way and to bring all that. is 
new and profitable to the individual and to 
the nation directly to the practicing farmer 


and livestock producer. 


HArrison 1200 


Farm Equipment Dealers Say— 


The Weekly Star Farmer is their choice for 
factory advertising of the lines they sell. 
Implement and Tractor Survey 


New York 15 €. 40th St. 


WEbster 9-0532 Murray Hill 3-616) 
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Says Sale of Chances Is 
Only Infraction of Law 


To the Editor: I have read with 
interest the argument of Judge 
Williams in his July 6 letter to 
ADVERTISING AGE, criticizing the 
Pennsylvania Plan and_ similar 
promotional programs. As legal 
adviser to this organization, I have 
—on a number of occasions and 
in a number of jurisdictions— 
offered the opinion that any mere 
chance to win a prize, given free 
to all without consideration, is not 
a lottery. This has been so ruled 
by well-considered authorities 
throughout the U.S. and beyond 
its borders. 

There are minds that have an 
allergy to gambling so marked that 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00—it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


obsession precludes normal anal- 
ysis of the idea of a drawing and 
the difference between a drawing 
and a lottery. It is this type of 
mind that developed a phobia 
against the right of an individual 
to take a drink of liquor. The per- 
son has become attached to the 
idea and lives with it so long that 
anything opposed to that idea is 
not mentally digestable. 

The essence of the laws of lot- 
tery is to bar gambling. This is 
the alpha and omega of the law. 
Gambling means the sale of a 
chance to win a prize. That is why 
all authorities hold to the proposi- 
tion that a lottery must contain 
three elements: (1) a drawing; 
(2) a prize; and (3) a considera- 
tion for the chance to participate. 

There is nothing wrong in a free 
drawing. Society has always lived 
by the rule of a free drawing. 
When the first draftee was called 
into service, it was on the basis of 
a drawing. Throughout all human 
history, a selectee from a group 
was named by lot to avoid favor- 
itism or prejudice. There is no 
other method by which an object 
may be picked from the mass. 

Any person of sound mind may 
give away his property without 
interference from the courts, and 
he may select the donee by what- 
ever method he desires, without 
doing violence to law and order. 


‘It makes no difference what aim 
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-much area. Public relations does 


chant’s store, there 


the gambling spirit. This is en- 


chance—nothing else. The ultimate 
ruling must rest on that premise. 
The principle has been recognized, 
after careful briefing, 


well as by the Internal Revenue 
Bureau, and by the greater weight 
4 — authority throughout the 
Louts H. Sotomon, 
New York. 
o a * 


Summer Intern Program Is 
Going Concern in Seattle 


To the Editor: I wish to com- 
pliment 
approach to advertising instruction 
shown in your editorial of June 22 
entitled. “Giving Young People a 
Chance.” 

You will be pleased to know 
that a summer internship pro- 
gram, very similar to the one you 
suggested, has been in operation 
for the last three years in Seattle. 
It was started by several alumni 
members of Alpha Delta Sigma. 
I may be omitting some names, 
but I recall that Trevor Evans of 
Pacific National Agency, George 
Weber of Cole & Weber, and Harry 
Pearson of Pearson, Morgan & 
Pascoe were all very active in set- 
ting up the plan. After two years’ 
operation by ADS alumni the pro- 
gram was broadened this year to 
include the Seattle Advertising 
and Sales Club (which had partic- 
ipated informally from the start). 
President Peter Lyman of the ad- 
club has acted as chairman for the 
current summer program. 

Agencies, radio-TV stations, and 
media have volunteered to take 
one advanced advertising student 
for a ten-week period during the 
summer at a nominal salary of 
$150 per month. The internee is 
given a rotation in as many of 
the departments as possible, and 
leaves his summer’s work with a 
very practical knowledge of ad- 
vertising and a good local refer- 
ence to use the following year 
when he seeks permanent employ- 
ment. Quite a few of the students 
have proved promising and have 
been tagged for future work with 
their sponsor, although there is 
no obligation beyond the ten-week 
training period. 

Our experience in Seattle has 
been so successful that many of 
the adclubbers are spreading the 
word to other cities regarding the | 
success of the plan. In short, your 
suggested plan can and does work. 
It could well be adopted in other 
places where advertising execu- 
tives are giving serious consider- 
ation to the training of incoming 
members of the vocation. 


‘need redefining, and perhaps a 
‘new name to attempt to define its 
or object a person has in mind in| many techniques, objectives and 
giving away his property. Thus, if purposes. To so define it would re- 
it serves to build traffic in a mer- quire more space than this letter 
is nothing permits. 
illicit in that. | 
In some areas, a drawing is re- cessarily a new “handle,” 
garded as morally wrong, and is new appreciation of how a legiti- 
condemned as leading to a breach mate public relations 
of the peace or as disseminating | 


tirely foreign to the prohibition cial pleading” that is necessary in 


involved in the law. The object of | 
the law is to bar the sale of a 


by the| we as a public relations organiza- 
Solicitor for the Post Office, as|tion strive always to do is to sell 


you on the _ practical | 


| lations work as “opinion engineer- | 
ing” might be a good suggestion, 
except that here too the term is so. 
_broad that it loses by covering too, 


What I think is needed is not ne- 
but a 


program 
‘(and I think most of them are 
\this) fits in with the other “spe- 


| selling. Advertising and publicity 
| (publicity being one of the main 
products of the public relations or- 
ganization) together make a good 
_team when properly utilized. What 


‘our clients’ goods faster, better 


|and at less cost. We think we pos- 
\sess “strong humanitarian qual- 
ities’ which Mr. Price seems to 
think are obviously essential. We 
are much more interested in hav- 
ing a thorough knowledge of sell- 
ing and communications so that 
we can tell and sell—a never-end- 
ing job for any company in our 
competitive society. We find that 
public relations does a mighty ef- 
fective job of telling and selling. 
S. RICHARD STERN, 
S. Richard Stern Associates, 
New York. 
6 ry * 


Says Job Seekers Need 
Lesson in Selling Selves 


To the Editor: One thing that is 
very amusing to me in my job as 
advertising personnel consultant 
in Philadelphia, is the discovery 
that so many men in the high in- 
come bracket in advertising, mer- 
chandising and related fields don’t 
know the simplest A-B-Cs about 
selling themselves. 

Time and time again I’ve been 
forced to read three or four type- 
written pages to discover just 


what these men had to offer when 
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it should have been right at the top 
of the resume BIG and BOLD! 

These men (and women, too) 
have often been important execu- 
tives in agencies and companies 
where selling is the “life blood.” 
How, then, can you explain the 
fact that they are pitifully inade- 
quate at putting a good resume 
together ? 

Strange as it seems, that sales- 
man of all salesman—that high- 
powered copy chief who has at 
times, through sheer inspiration, 
moved merchandise as easily as 
confetti at the Mardi Gras—is the 
worst offender. He can’t sell him- 
self for beans. 

Seems to me that the most basic 
principle to remember, when mak- 
ing up a resume, is that no pros- 
pective employer is buying any- 
thing—a product, a service or a 
man—unless he is convinced that 
what he buys will help him, his 
business or both. 

Don’t you agree that each pros- 
pective employer deserves the 
headline first—the benefits to be 
derived? Isn’t that what the busy, 
profit-minded boss is interested 
in first, last and always? 

I say feed him the benefits—but 
quick—then the proof! Because 
benefit is something you give, 
quality is something you have or 
are. Quality is proof! 

If job applicants who read this 
will put their work abilities first 
in their resumes and back them up 
with real accomplishments—plen- 
ty of employers are going to be 
mighty happy. As for me, I’m al- 
ready smiling in pleasant anticipa- 
tion. 

WILLIAM BOLTON, 
Philadelphia. 


Shelly Speech Reprinted 

To the Editor: Ever since you 
gave Warner Shelly’s AFA talk 
such a nice display in your June 
22 issue, people have been asking 
me for tear sheets. I try to satisfy 
them with mimeographed copies 
of the talk but it doesn’t work. 

So may we have permission to 


VERNON R. Frost, 
Director, School of Communi- 
cations, University of Wash- | 
ington, Seattle. | 
* o * 
New Appreciation Needed 
for Ad-Publicity Team 
To the Editor: Difficult as it is 
to define public relations, I would 
doubt that most public relations 


are as W. I. Price terms them “... 
a sleazy attempt at special plead-— 
ing” (AA, July 13). 

Special pleading? Yes, as is) 
nearly every activity in our society 
in one form or another, particular- 
ly advertising. To term public re- 
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reproduce the speech, as reprinted! advertising field and I believe we, Assorted colors. Packaged by the 


. | 
in ADVERTISING AGE? Naturally we, 


will use a credit line. | 


RICHARD P. POWELL, 
Vice-President, N. W. Ayer & 
Son, Philadelphia. 

a * ® 


Has His Say About Wé&S Ads | 
To the Editor: For a while I 
thought I was dreaming, but now 
I’m relatively certain that I saw 
in your paper an accolade of the 
Warner & Swasey advertising. 

This accolade points up an in- 
teresting aspect of the advertising 
profession, an aspect which un- 
doubtedly keeps a thumping ma- 
jority of us minions busy in var- 
ious undirected and misdirected 
pursuits, most of which have no 
relationship to anything. 

The Warner & Swasey advertis- 
ing is, in my opinion, far and away 
the worst advertising which has 
ever been run about anything. 
And, unless the professionals still 
say that attention-getting or reac- 
tion per se is good advertising, I’m 
convinced they must be inclined to 
agree. 

The W&S ads, like the monkey 
lecturing on economics, or the 
kangaroo playing the trumpet with 
his stunted members, are startling. 
The bubonic plague must have 
been startling, too. 

Warner & Swasey has prospered! 
Remarkable, isn’t it? | 

The economy has prospered, too. 

And I wonder if W&S’s prosper- 
ity has been absolute: i.e., whether 
it has actually expanded in excess 
of the ratio for the subsidized (you 
might even say “socialized”) ma- 
chine tool industry, the adjusted 
net expanded economy, and its 
own adjusted accomplishment 
based on expanded physical facil- 
ities? 

It is my personal view that one 
day we will all look at the Warner 
& Swasey advertising and marvel 
at the minor role advertising plays 
in anything. Here, for example, 
was a good industry, essentially 
sound, not a whit damaged by the 
stupid things it persisted in saying 
about itself. 

Now, I’m just signing initials, not | 
a name, to this piece. But the per-| 
petrators of the Warner & Swasey | 
ads will find no difficulty reach- | 
ing me if they are of a discursive | 
mind (I’m leaving my name and_| 
serial number with the editor). Let | 
me warn them to be a bit thorough | 
in their damnation, though, for I, 
am one of those hard-headed retail | 
admen who has had the terrible) 
misfortune to bump up against, | 
time after time, the results of less | 
major, and certainly far less| 
haughty indiscretions of communi- | 
cation. 

F. P. B. 
ee e e 


OSU's Conference Proceedings 
Make Selling Textbook 


To the Editor: I am enclosing a| 
copy of the 1952 “Proceedings” of 
the Ohio State University Adver- 
tising and Sales Promotion Con- 
ference. The program and full pro- | 
ceedings are contained in this bul- 
letin. Please accept it with my 
compliments. 

It is recognized that the material 
in the “Proceedings” would not be 
considered news at present. How- 
ever, you may wish to make note 
of the conference and the fact that 
these “Proceedings” have been 
distributed. It also occurs to me 
that Ohio State is doing a unique 
thing in these conferences. Al- 
though it is labeled our ninth it 
amounts to about our twelfth con- 
ference. It just happens to be the 
ninth one that we have published 
in full proceedings. We certainly 
do not wish to take credit from 
any other university offering con- 
ferences in any of the business 
areas. However, Ohio State has 
pioneered in these conferences and 
each year I counsel with profes- 
sors and officers from many uni- 
versities on the art and problems 
of handling a university confer- 
ence. We were the first one in the 


were first in many many other 
fields. 


You will note the volume of this | 


year’s “Proceedings.” It is a veri- 
table textbook on how, through 
the aid of good copy, to sell Amer- 
ica’s $350 billion output. 
KENNETH DAMERON, 
Ohio State University, Colum- 
bus. 
* * * 

King Size Cut-Up 
Makes Reader Wonder 

To the Editor: I wonder whether 
you will laugh as heartily as I did 
when I received the following re- 
lease from the Cut-A-Pack Co. 
“SENSATIONAL CIGARET CASE CUTS 
Kinc Size In HALF 

Combination cigaret case and 
cutter cuts king size pack of cig- 
arets in two—for 40 quick, fresh 
smokes. Cuts one to 20 cigarets. 
Cleverly concealed razor knife 
lasts indefinitely. Handsome 
enough to use as cigaret case only. 
Designed by Danco of Chicago in 
extra high gloss butyrate plastic. 


dozen in self-selling counter dis- 
play box. Universal appeal to fac- 
tory, office or home users. Retails 
for 98¢. For further information, 
write Cut-A-Pack, 4654 N. Racine, 
Chicago 40, Ill.” 

I couldn’t help chuckling when 
I realized the millions of dollars 
being spent for king size cigaret 
advertising, and along comes this 
company and tells people to cut 
them in half. I am _ wondering 
whether this cannot start a trend 
for small size cigarets. 

Marvin LEVIN, 
Southern States 
Coral 


Publisher, 
Beverage Journal, 
Gables, Fla. 


Retired? Not Whitmore 


To the Editor: May I correct 
what may be a false report. 

Some people have been saying 
that “poor old Whitmore has re- 
tired.” 

This is not true. I resigned, after 
33 years with Dartnell. Contrary 
to any reports you may have heard, 
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I am in excellent health. ,“Old Whitmore” is walking with 
Frankly, I’d like to get some of a crutch, attended by a nurse, or 
these people who have been inching along in a wheel chair just 
spreading reports about my “ill-| throw back your head and laugh— 
ness” on the back of a horse and|and then send me the toughest 
ride till one of us falls off. I'll| writing or photographic assign- 
guarantee that Whitmore will still ment you can think of and see 
be riding when the others are go-| what Whitmore does with it. 
ing home in an ambulance. EUGENE WHITMORE, 
Since my resignation, work has| Landmark Advertising, Lock- 
poured in—catalogs, brochures, hart, Tex. 
folders, consultations, magazine’ 
assignments. At the moment I do | JUST ASK. FOR 
not see how I can take on another | 
assignment before December, but} 
actually there is nearly always} 
time to sandwich another job in— 
installation reports, sales manuals, 
methods and systems stories, etc... | 


So if you have been told that) 


MARIE: 

Call WAbash 2-8655 and ask tin 
Marie Maize on your next mut: 
graph, mim 
mivling job. 


, addressing of 
uick piek*up and de- 
livery, fast and accurate work. pleats 
of experienced. personnel, charpe 
always in line, THE LETTER SHOP 
Inc., 431 S. Dearborn St.. Chicago & 
Now : cre friril we 
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ADVERTISERS @ AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 

% SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 
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proves — it’s smart to be protected. 
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TV'S OK, BUT... 
LOOK WHAT 


Five television stations offer an audience within 


“WHO-land”,. 


We say “an audience’ because 


WHO's 0.5 MV area is 244.4% larger than the 
five TV markets combined! 


The Jargest all-lowa TV market has 131,964 tele- 
vision homes (see Telestatus, Page 45 in Broad- 
casting-Telecasting for June 22). The 1952 SAM 
Report credits WHO with 625,546 daytime 
families, 600,255 nighttime families — about half 
of whom have two or more home radio sets! 


50,000-watt WHO is an old-established Iowa 


institution which 


for almost thirty years has 


meant “good listening” to millions of people — 
“a good buy” to thousands of advertisers. What's 


‘ft ct * aaa @ wo 0.5 Contour 


eee SL) © TV Gass B Contours 


Fe: : . . i 


9 + 
WHO ff 


“ew 


ey *.e 


e e* » 8 
Les 
R* % 


more, WHO likes its advertisers, and our adver- 
tisers like us because of results. Now more than 
ever, WHO is Iowa’s greatest advertising value! 
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(Continued from Page 3) 
prescribed by Section 34.31(A) of 
the Postal Laws and Regulations.) 


@ The third change established a 
new procedure for handling unde- 
liverable newspapers and maga- 
zines. Under this plan postmasters 
are authorized to forward without 
charge for a period of three months 
when an addressee has moved to 
a new local address. Forwarding to 
out-of-town addresses requires 
payment at third or fourth class 
rates (according to the weight of 
the publication), and must be paid 
for by the addressee unless guar- 
anteed by the publisher. 

One of the major results of the 
new system is to eliminate the 


physical return of undeliverable 


periodicals to the publisher wher- 
ever possible. Under the new plan 
the postman supplies a card to the 
addressee to notify the publisher 
of the change of address; if the 
change has not been made by the 
end of three months, the local 
postmaster returns only the wrap- 
per to the publisher (at a charge 
of 2¢ each). 

Unless the publisher has speci- 
fied that he wants the periodical 
returned, the postmaster disposes 
of the undeliverable mail. If re- 
turn postage is guaranteed, it is 
returned at third or fourth class 


Posi Office Adopts New Regulations — 
That Favor Users of 2nd Class Mail 


rates. 

The fourth change streamlines 
the collection of postage charges 
‘from publishers, by eliminating 
the mass-weighing of second class 
j/mail. Under the new system, the 
publisher’s postal bill is computed 
from a statement submitted by the 
publisher showing the weight per 
copy, the percentage of advertising, 
|and the distribution “scheme” of 
the circulation. 

Until the new administration 
| took control of the Post Office, the 
department had assigned several 
score of employes to the job of 
weighing newspapers and maga- 
zines, many of them working in 
the printing plants where mass- 
circulation publications are 
printed, sacked and shipped. 


. The new plan specifies that the 


publisher shall determine the 
weight of his pericdical by weigh- 
‘ing a test group, including the 
‘binding and wrapping materials. 
The postmaster is supposed to 
check the publisher’s calculation 
_by weighing a sample copy sub- 
_mitted by the publisher. 

| Officials could not estimate the 
|potential savings from the new 
system, but one expert familiar 
with the operation said the savings 
would probably be “in the mil- 
| lions.” 


Rubber Bureau Hits 
Consumer in Drive 
for Rubber Roads 


WASHINGTON, July 23—The 
opening move of the Natural Rub- 
ber Bureau to step up acceptance 
of natural rubber-asphalt for 
highway paving is being made in 
the July 27 issue of Life. 

A page coupon ad urges local 
communities to cut rising paving 
costs by use of natural rubber test 
sections. The coupon is to be 
clipped and filled in by readers 
for complete information on how 
to pave a block with natural rub- 
ber-asphalt road surfacing. Chan- 
ning L. Bete Co., Greenfield, 
Mass., is the agency. 

If returns from the Life ad war- 
rant, the bureau plans additional 
advertising in consumer media, 
AA was told. 


s The market potential for natur- 
al rubber highway paving is said 
to be second only to the tire mar- 
ket. By getting the message across 
at the local level, the bureau be- 
lieves it can accelerate market de- 
velopment materially. 

Reprints of the ad with added 
information will be mailed by the 
bureau to 9,600 highway officials 
and 1,200 mayors of cities of over 
10,000 population. 

Nineteen states have test sec- 
tions of rubber highway now in 
use, and tests are also being made 
in several municipalities. A sur- 
vey just completed among highway 
officials, a bureau spokesman said, 
shows that one-third of the re- 
spondents believe rubber roads 
will become standard in their lo- 
calities within the next few years. 

The bureau, which is financed 
by rubber planters of Southeast 
Asia, is intensifying its campaign 
for rubber paving with a regular 
schedule in American City, Better 
Roads, Engineering News-Record, 
Public Works Magazine, and Roads 
& Streets. 


‘Geographic’ Boosts McDevitt 

Harley L. McDevitt, for 19 years 
a member of the advertising staff 
of National Geographic Magazine, 
Washington, has been promoted to 
automotive manager. Mr. McDevitt 
will work out of the magazine’s 
New York advertising headquar- 
ters. 


Toy Makers Expect 
Big Ad, Sales Year 


New York, July 23—Toy sales 
and advertising for 1953 will sur- 
pass all previous records, according 
to Melvin Freud, president of Toy 
Guidance Council Inc. 

The council held its seventh an- 
nual press preview this week at 
which more than 300 manufactur- 
ers displayed over 600 items. 

Pointing out that sales for the 
first five months of this year are 
up 7% in department stores and 
between 15% and 20% in indepen- 
dent retail stores which are mem- 
bers of TGC, Mr. Freud predicted 
that 1953 sales will surpass last 
year’s by at least 10%. The 1953 
total will approach a retail volume 
of $900,000,000, he forecast. 

Advertising, Mr. Freud said, will 
go up at least 15%, with a big 
swing to television and increased 
cooperative magazine advertising 
by manufacturers. 


s The kids are going all-out for 
realism this year and this means 
that they are unusually interested 
in exact miniatures of objects used 
in everyday life. New toys include 
a battery powered automobile 
that will do five miles per hour, an 
automatic carwash that sprays an 
assembly line of toy cars, a rock- 
ing horse that gallops and trots 
and a 24 mph miniature car with 
a gasoline engine. 


‘Friendly’ in January and 
July—With a Difference 


Lewal Industries, maker of In- 
stant-Dip, a metal cleaner, which 
took a full-page newspaper ad in 
New York in January to laud the 
Lawrence C. Gumbinner Adver- 
tising Agency, has ended its rela- 
tionship with the agency. 

Gumbinner, which made the an- 
nouncement, called the action 
“mutual and friendly.” A new 
agency will be announced shortly. 


Smith Named Manager 
West-Holliday Co., New York 


Advertising Age, July 27, 1953 


How Postal Rates Would Be Changed Under H.R. 6052 


FIRST-CLASS MAIL 


Letters and Sealed Parcels: Present . Proposed 
PPO pasesidsoiishigpissnndee 3¢ per ounce 4¢ first ounce, plus 3¢ each 
or fraction add’l ounce or fraction 
ID Seitcasicnssnaliiadadiclndedsands 3¢ per ounce No Change 
or fraction 
Postal & Post Cards ...... 2¢ each No Change 
“Drop” letters (at of- 
fices not having letter- 
carrier service) ............ 2¢ per ounce No Change 


SECOND-CLASS MAIL 


Publishers’ Pound Rates Present Rate Proposed Rates 


(cents Effective 10/1/53 Effective 7/1/54 
per pound) (cents per pound) (cents per pound) 
A. Within the county of 
DUBTICATION, oi sccsccscsscocscess l¢ No Change No Change 
B. Outside the county of 
publication 
1. Reading portion (al- 
so advertising por- 
tion when it does not 
exceed 5% of total 
GOES)  heimienias 1.8¢ 2.25¢ 2.5¢ 
Advertising portion 
Ist & 2nd zones .. 1.8¢ 2.25¢ 2.5¢ 
3 ZONE....0.:. 2.4¢ 3¢ 3.5¢ 
4 zone...... 3.6¢ 4¢ 5¢ 
5 some... 4.8¢ 6¢ I¢ 
© Be 6.0¢ 7.5¢ 8.5¢ 
7 SOR 2... 7.2¢ 8.5¢ 10¢ 
8 zone ...... 8.4¢ 10¢ 1l¢ 
2. Special rate for speci- 
fied nonprofit organiza- 
tions (exempt from 
zone rates on adver- 
IE DY. esacacesvetsiscseats 1.5¢ No Change No Change 


Present rates are subject to minimum postage 
per piece of % cent; proposed rates are subject 
to minimum postage per piece of % cent, ex- 
cept that the present minimum of % cent per 
piece will continue in effect for publishers’ 
pound-rate mailings within the county and for 


THIRD-CLASS MAIL 


publications or non-profit organizations which 
are exempt from zone rates on advertising con- 
tent. Present rates include 10% increases on 
April 1, 1952, and April 1, 1953, now in effect, 
where applicable. 


Piece rates: Present Rate Proposed Rate 


Circulars, miscellaneous 
printed matter and 
merchandise 


2¢ initial 2 ounces ) 
plus 1¢ each add’l 
ounce or fraction 3¢ for first 2 ounces, 
. plus 1¢ for each add’l 
Books and catalogs of 24 ounce or fraction 
pages or more, seeds, 


cuttings, bulbs, etc. 


2¢ initial 2 ounces 
plus 14%¢ each add’l 2 
ounces or fraction | 


Bulk rates: 


14¢ per pound, mini- 
mum per piece, 14¢ 


Circulars, miscellaneous 
printed matter and 
merchandise 12¢ per pound, mini- 
f mum 2¢ per piece 
Books, catalogs, seeds, 


cuttings, bulbs, etc. 


10¢ per pound, mini- 
mum per piece, 142¢ 


Pieces of odd size or form 3¢ each (minimum) Eliminate this rate 


classification 


Annual fee, bulk rates 
privilege 


$10.00 per calendar 
year 


BOOKS 


The rate would be increased to 10¢ for the first pound and 5¢ for each additional pound. The 
present rate is 8¢ and 4¢. 


Discontinue this fee 


DOMESTIC AIR MAIL 
The present rate for air mail weighing eight ounces or less is 6¢ per ounce. The bill provides 
an increase to 7¢ per ounce. 
CONTROLLED CIRCULATION 


The rate would be increased from 10¢ a pound to 12¢ a pound. 


The bill provides that the praposed rates would 
become effective on the first day of the second 
calendar month following the calendar month 
of enactment, except for one section pertaining 


to second-class increases, where it is provided 
the effective date should be Oct. 1, 1953. This 
was based upon an assumption, of course, that 
Congress will act at the present session. 


newspaper publishers’ representa- 
tive, has named Malcolm C. Smith 
eastern manager. Mr. Smith had/| 
been acting in that capacity since | 
the death of Charles A. Johnson 
some months ago. H. A. Lesser-| 
sohn, with the company 20 years, | 
replaces Mr. Smith as New York 
sales manager. 


‘plement shortly called the Arrow. | 


Suburban Weeklies Getting so announced that Edgar N. Row- officers elected are John D. Louth, 
N Comics Supplement ell, formerly with Capper Publi- McKinsey & Co., Ist v.p.; Kermit 
ew a cations, will be advertising direc-'C. Jeffrey, C&H Sugar Co., 2nd 
Colony Publications Inc., 49 W. tor of Arrow. Other facts about v.p.; S. S. Philbrick Jr., Crown 
45th St., New York, will bring out/the supplement, he added, will Zellerbach Corp., secretary, and 
a weekly comics newspaper SUP-|be announced in mid-August. | Arthur Kroeger, Stanford Univer- 
é |sity School of Business, treasurer. 
ill be distributed “by 200. | ’ 
A papers in the 23-county | Coast Marketers Elect Reeves : ; 
suburban area surrounding New| Raymond Reeves, v.p. of the San Carr Appointed ‘Marquee’ Rep 
York City,” according to Charles Francisco Bay Area Council, has) Jack Carr has been named ad- 
B. Lenahan, publisher. |been elected president of the vertising representative of Thea- 
Mr. Lenahan, formerly with the| Northern California chapter of the | tre Marquee, San Francisco, a new 
McClure Newspaper Syndicate, al-' American Marketing Assn. Other | publication. 
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FARM MAGAZINE 
ADVERTISING 


JANUARY—JUNE 1953 


Nationals 


Farm Journal ; , ; ; $5,374,750 


Country Gentleman . ; ; P 4,270,024 
Regionals 

Progressive Farmer , $3,102,820 

Successful Farming ; , : P 2,341,798 

Capper’s Farmer. . ; ; , , 1,646,618 

Farm & Ranch . , : 1,202,174 


Kditorial leadership—important editorial features and 
services found nowhere else—has made FARM JOURNAL 
the largest and most powerful of all farm magazines— 


first with readers—first with advertisers. 


Source P.1.B. 
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We'd do it for nothin 
9 it’s a hobby with us 


to set outstanding ads. But how 
eeeece can we? when help wants their pay, 
JAYP landlord, his rent—others are equally 
WA LK as persistant. Send for our samples. 

advertising typo raphy 
11 £. HUBBARD ST., CHICAGO 116 n 4-6134 


Burlington Brewing Co., Bur- 


( WHBF IS NOW CBS 


FOR THE QUAD.CITIES 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


TEeLCO BUILDING, ROCK ISLAND, ILLINOIS 
: ls Represented by Avery Knodel, Inc. 


g Local Brewers Get Van Merritt | opportunity to offer distributors a 


‘nationally advertised product 


lington, Wis., maker of Van Merritt | Without high freight costs, to meet 
beer, recently sold to Maurice B.| 
Frank, plans national distribution | 
through bottling franchises to se-| 
lected local breweries. The plan | lY- All sales, advertising and mer- 


will give chosen sma!! brewers the | 


‘inroads of competing national 
| beers. The identical Van Merritt 
| formula will be followed uniform- 


|chandising will be handled by the 
| national sales office at 340 W. Ohio 
St., Chicago. 


Milline Club Elects Heads 

Dick Bristol, of Western Family, 
has been elected president of the 
Milline Club of San Francisco, 
composed of junior members of 
local agencies, representatives and 
accounts. Other officers elected are 
Henry Bucello, advertising man- 
ager of the Bank of America, v.p.; 
Ron Naess, Brisacher, Wheeler & 
Staff, secretary; Heber Smith, Na- 
tional Broadcasting Co. (televi- 
sion), treasurer. 


Durand Appointed Ad Head 

John Durand, formerly adver- 
|tising manager of Puritan Co., 
Rochester brake fluid manufac- 
|turer, has been appointed adver- 
tising manager of the Brakeblok 
division of American Brake Shoe 
'Co., Detroit. 


Michigan Boosts Ad Budget 
The Michigan Tourist Council, 


Lansing, has boosted its 1954 ad- ee 
vertising budget by $16,000, to in- — 
clude television in its new sched- ~ 


ule. A total of $120,000 will be 
spent to promote the state’s tourist 
trade, mostly in newspapers and 
magazines. Promotion will be con- 
/centrated in the four-month period 
‘ending in June, 1954. The total 
|advertising budget for the state is 
| $326,000, which includes the tour- 
ist fund. Beaumont & Hohman, 
Detroit, handles the tourist bu- 
reau. 


Milliken Named Editor 
staff of Lithographic Technical 


nected with the American Insti- 
tute of Graphic Arts as executive 
administrator. 


‘Esquire’ Promotes Jontray 
Jerry Jontray, manager of the 
Detroit and Los Angeles offices, 
has been promoted to West Coast 
advertising manager of Esquire, 
Coronet and Esquire’s Apparel 


Arts. 


Immediate response 


to a product distinction 


no larger than 


this 


The Parker “51” pen was already 
an established success. It had 
earned the title “world’s most- 
wanted pen.” 


Proven, also, was that a $12.50- 
and-up pen could be sold in vol- 
ume. Over the years the Parker 
“51” had substantially increased 
pen dealers’ dollar volume. 


writing. 


} —a tiny all-precious metal tip... 
to each person’s way of writing 


pellet of all-precious metal. It pos- 
sesses a remarkable ability to adapt 
itself completely, in a few hours of 
use, to its owner’s individual way of 


It ‘‘wears in’’ to the way the pen 
is held, the speed and pressure ex- 
erted. It polishes itself in use to a 
supreme smoothness and then stays 
that way for decades and decades. 


“wears in’’ 


merchandised 


across the nation had more requests 
to see the Parker ‘51’’. Here was a 
program of national advertising that 


itself. 


And so our client, featuring this 


What now could be done to 
create new interest in the leader? 
The answer was found in a prod- 
uct distinction no larger than this—e 
The tip of the Parker “51”’ is a tiny 


Here was a new selling idea that 
lent itself to fresh, new, provocative 
advertising. The mass circulation of 
leading magazines was used to tell 
the story. Immediately, pen dealers 


product distinction and using mass 
selling techniques, created new in- 
terest in a product which was already 
an established leader .. . 
keep pace with his own mass manu- 
facturing techniques. 

Can these benefits of advertising 
be better used in your behalf as well? 

We would be glad to talk with you 
about it. Just call or write to us. 


interest to 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, New York 17, N. 


¥. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D.C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Siio Paulo, 


Santiago (Chile), 


London, Paris, Antwerp, Frankfurt, Milan, 


Johannesburg, Port 


Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne, 


Patricia Milliken has joined the | 


Foundation, New York, as publica- | 
tions editor. She was recently con- 
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CLOCK SEGMENT—GE’s 


Telechron depart- 

ment will use ads like this beginning next 

month and appearing each week in Bet- 

ter Homes & Gardens, Life or The Satur- 

day Evening Post till mid-December. N. W. 
Ayer & Son is the agency. 


Telechron Revises 
Magazine Approach 


ASHLAND, MaAss., July 22—Re- 
vised advertising strategy will put 
a Telechron color page or spread 
in Better Homes & Gardens, Life 
or The Saturday Evening Post ev- 
ery week between late August and 
Dec. 12. 

Goals of the drive, prepared for 
the Telechron department of Gen- 
eral Electric Co. by N. W. Ayer 
& Son, are to expand the market 
for electric time and timing, and 
to “pre-empt” leadership for Tel- 
echron in the consumer field. 

Each page ad in the fall series 
will dramatize a situation where 
accurate timing is important. The 
right time will be supplied by a 
nearby Telechron clock—but only 
a segment of the clock will be 
shown. 

“The symbolism of accurate 
timing is thus maintained and the 
suggestion of just another clock 
display avoided,” said the com- 
pany. 


s Copy theme of the series will 
be, ‘“‘The best time to go by. . .mod- 
ern electric time.” The company 
said that constant repetition of the 
theme “is expected to open the 
minds of prospects who have been 
spring-wound clock adherents.” 
Four points to be stressed in the 
‘copy will be low cost—to over- 
‘come a reason why people don’t 
buy electric clocks—and accuracy, 
| silence and no re-winding—to em- 
|phasize reasons why people do 
_buy electric clocks. 
| Edwin C. Pease, merhandising 
manager, said each ad will also 
'show a representative selection of 
|Telechrons. “A radical departure 
_in this campaign,” he said, “is our 
/use of our Christmas spreads. For- 
'_merly, they had little or no family 
| resemblance to the rest of the 
|year’s campaign. This year’s 
| Christmas spreads use the same 
art format for greater impact.” 


Forms Pennsylvania Tire Co. 


Pennsylvania Tire Co., Mans- 
field, O., has been organized to 
manufacture and distribute Penn- 
sylvania tires, tubes and related 
products. Pennsylvania tires for- 
merly were made by Pennsylvania 
‘Rubber Co., now a subsidiary of 
General Tire & Rubber Co. Penn- 
sylvania Rubber will continue to 
make athletic goods and plastic 
products. J. H. Hoffman is presi- 
dent of the newly formed 
company. 


| 


New York 4 A's Lists Talent 


The New York council of the 
American Assn. of Advertising 
Agencies has made available a list 
of young advertising talent in the 
New York area. The list includes 
69 candidates who passed the 1953 
aptitude exminations sponsored by 
the Four A’s. It is available on re- 
quest from H. Victor Grohmann, 

| Needham & Grohmann, 30 Rocke- 
feller Plaza, New York 20. 
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It's Tough Sledding 


| for Postal Rate Bill 


(Continued from Page 1) 
the so-called “Carlson Commit- 
tee,” a special group which is 
studying postal operations and 
rate making for the Senate post 
office committee. 

Other members of the committee 
are arguing that the proposed 4¢ 
rate on out-of-town letters is an 
effort to “load second and third 
class deficits onto the ordinary 
citizen, who has no lobby to pro- 
tect him.” Still others feel the 4¢ 
letter rate should be passed as the 
only certain way to raise substan- | 
tial revenue, but further increases | 
for publishers and direct mail ad- 
vertisers should be postponed or 
pared down from the levels pro-| 
posed by the Postmaster General. | 


organization paid $1,245,000 


Publishers of newspapers and 
magazines told the committee it is 
not fair for the department to 
charge commercial publications 
with failing to pay their way. 


William K. Beard, president, As- | 
sociated Business Publications, 
pointed out that the average reve-| 


nue for second class per piece is 
6/10 of a cent, but the charge per 


piece for business publications is | 


more than 3¢ and is often 6¢ or 8¢. 
Albert C. Kalmbach, president, 


_Kalmbach Publishing Co., Milwau- 


kee, who appeared for the Smaller 
Magazines Postal Committee, said 
207 publications affiliated with his 
in 
postage. “If each second class en- 
try paid as much as the 207 associ- 


ated with our group, second class 


= On Wednesday, Rep. Katherine. 
St. George (R., N.Y.) tried to re-| 
solve the deadlock by proposing. 
that Congress pass legislation au-| 
thorizing the Postmaster General to 


revenues would have been $144,- 
347,900.”" (They actually amount to 
about $50,000,000.) 


s “What the publishers, and I sup- 


arguing that Congress should wait for the report of the Carlson 


Sen. Carlson Predicts Big Saving 


Sen. Frank Carlson (R., Kan.) said on the Senate floor Friday 
that the citizen’s study group now examining postal operations 
and rate policy is likely to come up with recommendations that 
will save “several hundred million dollars” for the Post Office 
Department. 

He said one sub-group is preparing a plan that “might well 
save approximately $100,000,000” on transportation,.and another 
sub-group hopes to recommend a rate-making formula “which 
will be more equitable and acceptable to all mail users and which 
may be used by the Congress as a sound basis when considering 
future proposals in mail rates.’’ He said the council plans studies 
that will measure the contribution of postal service to education 
and the economic welfare of the country. 

His report encouraged opponents of the rate bill, who have been 


study. 


stand up like men and vote the|in second class? Isn’t Edward B. 
money so that the public knows, Rubin, v.p. of Spiegel Inc., Chicago, 
who is being subsidized and for|a frequent witness at rate hear- 
how much. ings? Wasn't it his company that 
“These Post Office subsidies tried to obtain an injunction two 
might be all right, too, if we) years ago to prevent rate increases 
brought them out into the open, from going into effect?” 
and appropriated money directly,| Turning to the work of the com- 
so the public would know what mittee, he demanded to know how 
this is costing.” ‘far along the Carlson committee 
Mr. Kalmbach was among the has advanced. 


fix all postal rates subject to con- |pose the readers of America, are 
gressional veto. Several freshman confronted with is a vicious circle, 
Republicans on the committee are beneficial neither to the public, the 
supporting her proposal, and it is| Post Office Department, nor to the 
understood that the St. George plan | users of the mail,” he continued. 
was discussed at a closed meeting! ‘This rate increase will not solve 
of the committee yesterday noon. | the postal problem. Another salary 

With nearly 50 witnesses parad-| bill will cost an additional $250,- 
ing before the committee during | 000,000. Carrying out the assertion 
the week, opponents of the in-| that for second class to pay its way 
creases relied heavily on the argu-| rates would have to be increased 
ment that a rate adjustment uae! 400-500%, we would eventually be 
would undermine the work of the | talking about general magazine 
Carlson committee. “Surely our) subscriptions at a cost of $15-$20 
country, our economy and our po-| each. 


witnesses who emphasized that the | 
committee might be undermining | 
the work of the Carlson committee 

if it rushes a bill through this year. | 


8s Noting that his group had 
agreed to rate increases in 1951 | 
under the impression that the en-| 


tire subject of rate-making would | 
be fully examined, Mr. Kalmbach | 
said the same arguments which are | 


being used for increases now can | 


“Isn't it true there have only 
been two meetings of the full com- 
mittee?” he asked. 

In his statement, Mr. Tillotson 
said special subcouncils were 
studying personnel and cost analy- 
sis problems of the Post Office. He 
revealed that the National Educa- 
tion Assn. had been retained to 
study the place of the postal serv- 
ice in the cultural life of the na- 
tion, and that the National Indus- 


be used over and over again “un-) trial Conference Board is under 
less the country does some serious | contract to make a survey of the 
thinking about permanent postal | economic position and scope of the 


litical future are not going to be; “No one seriously proposes a 
wrecked if we postpone for a few | 
months the remodeling of this | 
structure until we get the blue- 
prints,”’ Charles E. Sweet, spokes- 
man for the Agricultural Publish- 
ers Assn., declared. 


s A second argument used by foes 
of the rate bill is that rate adjust- 
ments for second and third class 
are still being put into effect. Dur- 
ing his appearance, Mr. Sweet 
pointed out that publishers’ rates | 
have already been increased by | 
20%. If the department’s proposals 
are adopted, he said, the increase 
would be a total of 67% in a period 
of 27 months. 

Harry J. Magginis, executive 
manager, Associated Third Class 
Mail Users, said third class rates 
are already too high. He contended | 
the Post Office should never have 


100% increase for second class. 
Should such an increase pass, it 
would be calculated to produce 
$45,000,000, but so many magazines 
would be driven out of the mail 
that it would produce but a frac- 
tion of that amount. 


a “We make this point not to sug- 
gest that a 100% increase has been 
recommended, but to point out 
that the money is simply not there 
in second class to eliminate or sub- 
stantially reduce the total postal 
deficit. This is most unfortunate 
because so long as the second-class 
mail category continues to exist it 
cannot possibly produce enough 
revenue to eliminate the total post- 
al deficit and at the same time 
keep a free press in America.” 
Throughout the hearing there 
has been a continuous effort by 


policy.” 

“Entirely apart from the ques- 
tion of second class rates,” he) 
said, “the Post Office Department | 


cannot forever be in the position | 


of having to say: ‘Here is our defi- | 


‘rates.’ 
|recognized that the Post Office, 
|\like the Departments of Agricul- | 


abandoned the 1¢ bulk third class| Rep. Harold Hagen (R., Minn.), a 
rate, or that, at most, it should not | leading opponent of the bill, to 
have gone beyond 1'4¢. 'point up “subsidies” which have 
been “written” into the cost of the 
s The committee heard several | postal service. 
witnesses from the book publishing; At a special session last Satur- 
industry, complaining that the in- |day, he estimated that nearly $200,- 
crease on books is more painful | 900,000 of special benefits are pro- 
than proposed changes in second | vided to preferred groups of mail 
class. Contending that books should | users, but charged to the post of- 
pay no more than the rate which fice. He estimated that it costs 
is charged for the reading portion | nearly $50,000,000 for the govern- 
of magazines, book people said the | ment to handle about 5,000 publi- 
Postmaster General’s plan elimi-| cations of non-profit organizations 
nates 25% of the book deficit and| which are given a minimum rate 


cit. Make it up by raising the} 
Until such time as it ‘is 


ture, Commerce, Internal Revenue 
and Justice, is a government serv- 
ice and not entirely business, this 
deplorable business will be with. 
us.” | 

In a similar vein, William B.| 
Henderson, managing director of 
the Direct Mail Advertising Assn , 
said that the passage of a rate bill 
this year ‘multiplies the shock that 
must be absorbed by mail users, 
large and small.” 


® Pointing out that the Senate 
study will bring out fundamental | 


postal service. 


s Challenging Congressman Mur- 
ray’s attacks on the council, Mr. 
Tillotson said that the subcouncils 
have had frequent meetings and 
that the committee is under a man- 
date to provide full reports by the 
first of next year. 

Rep. Robert Corbott (R., Pa.) 
broke in to say, “How can we set 
up a commission to study the Post 
Office unless it is composed of 
people who know something about 
the subject?” 

Rep. Rees interjected, 


“But it. 
doesn’t have to consist of people | paper of less than 10 pages. 


77 


;portant item of cost in his budget 
‘is postage. He cannot always ab- 
|sorb it or pass it along to his cus- 
tomers.” 


NAM APPROVES HIKE 

WASHINGTON, July 21—The U. S. 
Chamber of Commerce, the Na- 
tional Assn. of Manufacturers and 
the American Retail Federation 
have registered their support of 
the Eisenhower administration’s 
effort to increase postal rates. 

NAM President Charles R. Sligh 
Jr. filed a statement with the 
House post office committee call- 
ing the Post Office deficit ‘“in- 
tolerable.” He maintained that the 
Post Office should be considered 
as a business service, provided by 
the government, and that it should 
be required to pay its way. 

The U. S. Chamber of Commerce 
said its executive committee con- 
siders the rate proposals to be in 
line with the chamber’s long 
standing policy calling for a bal- 
anced federal budget and economy 
in government. 


# Rowland Jones Jr., president of 
American Retail Federation, told 
the House committee his associa- 
tion “is sympathetic to the efforts 
of the Postmaster General to re- 
duce the over-all deficit of the 
Post Office Department.” He said 
the retail industry desires no sub- 
sidy from the government in any 
way, shape or form. 


BILL THREATENS 300% 
POSTAL COST BOOST 


WASHINGTON, July 21—The man- 
agers of four famous livestock 
publications told members of the 
House post office committee today 
how a technicality in the adminis- 
tration’s postage rate bill would 
boost their postal costs by 300%. 

Ward A. Neff, manager of the 
Corn Belt Farm Dailies, said his 
problem centered in the provision 
of the bill which places a minimum 
charge of one half cent per piece 
on periodicals mailed under second 
class rates for commercial publi- 
cations. 

Since the papers are generally 
four to six pages in size, he told 
the committee, they currently mail 
at pound rates, subject to an ex- 
isting minimum of one eighth cent 
a copy. He estimated that the half 
cent minimum will hit any news- 


_who have appeared year after year | 
in opposition to rate bills.” |@ “The 300% minimum per copy 
| Rep. Corbott continued, “We)|increase is contrary to the Post- 
shouldn’t attack this committee un-| master General’s stated objective 
' til it has had time to function and | of cutting the second class deficit 
make recommendations. We ought|by gradual increases which will 


to start them with our blessings.” 


facts on income and expense and) 
specific apportionment of deficits, | ® In his discussion of third class 
Mr. Henderson argued that it could|Tates, Mr. Magginis warned the 
lead to other rate adjustment rec- | committee that “it seems plain that 
ommendations. By waiting until | the department already has made 
the policy questions are decided, 4 mistake in not keeping the third 
he argued, the number of shocks to | Class rate at 1¢ or 1%¢.” Protesting 
mail users could be cut in half. _| the proposal to hike third class to 
Reliance on the prospective re- | 2¢, he reported, “The department 
port of the Senate group led on) loses revenue, employes lose their 
Thursday to a broadside attack on |Jobs and third class suppliers lose 
the Carlson committee by Rep.| business.” 
Tom Murray (D., Tenn.), ranking 


Reviewing the economics of di- | 


only 9% of the second class deficit. | 
“While content to collect 30% or 
less of the cost of carrying second 
class mail, it would seek to raise 
the percentage on the collection of 
books to 63%,” a spokesman com- 
plained. 


a Gene Robb, publisher of the Al- 
bany Times-Union, speaking for 
Hearst Publications, blasted the 
department’s cost ascertainment 
system as “an arithmetic exercise” 
that makes everything except first- 
class mail a “whipping boy on rate 
matters.” 

“It seems clear,” he told the 
committee, “that something is 
wrong with any cost system if it 
shows first-class letters as a whole 
still making a little profit when 
rates are the same as in the de- 
pression year of 1934.” 


under second class. Yet this $50,- 
000,000 benefit is included in the 
$232,000,000 deficit charged to all 
second class, he pointed out. 

Opponents of the bill have main- 
tained that the work of the Carlson 
committee may screen out the hid- 
den subsidies so that rates can be 
based upon actual cost of service 
provided to mail users. 


s During one of the many sharp 
intra-mural exchanges among Re- 
publican members of the commit- 
tee, Rep. Charles S. Gubser (R., 
Cal.), one of the freshman mem- 
bers of the committee, interrupted 
a member who was arguing that 
the Post Office is a service “like 
the Department of Agriculture.” 
“There’s one difference,” Rep. 
Gubser said. “When we appropri- 
ate a subsidy for Agriculture, we 


minority member of the House post | 
office group. 

John E. Tillotson, a member of 
the Carlson group, had appeared to 
outline the scope of the commit- 
tee’s undertakings; as soon as he 


completed his statement, Rep. 
Murray let go. 
® In sharp, staccato words, he 


questioned Mr. Tillotson about the 
occupation of each of the ten mem- 
bers of the committee, stressing the 
fact that it includes two magazine 
publishers, two newspaper pub- 
lishers, representatives of the air- 
lines, and two third class mail 
users. 

“Haven't you appeared before 
this committee in the past to op- 
pose increases in third class rates?” 
he demanded. “Hasn't Walter Ful- 
ler (chairman of Curtis Publishing 
Co.) appeared to oppose increases 


rect mail, he scoffed at frequent 


_ references to “junk mail.” 


“Now, ladies and gentlemen, the 
238,000 holders of bulk third class 
mailing permits are not sending 
out about 12 billion pieces of mail 
annually just for the fun of it. 
Somebody’s reading it. Millions 
respond to it by purchasing almost 
$2 billion worth of goods produced 
by American labor. 

“The fellow who first brought 
first class into the service many 
years ago knew what he was pro- 
posing. Conditions have not 
changed. Under the low rate the 
volume of third class mail has 
steadily increased. It is the selling 
medium of the small business man. 
The whole country is his market; 
he cannot, like a large corporation, 
resort to television, magazine and 
newspaper advertising. He works 
on a marginal basis. The most im- 


not cause serious dislocations,” he 
told the committee. 

“We do not believe our sub- 
scribers can stand the very sub- 
stantial increase in subscription 
rates which this $80,000 increase in 
our mailing costs will require. In 
the event this section is enacted, 
suspension of our _ publications 
seems likely, with a resulting in- 
| jury to us and to our subscribers.” 

His organization publishes the 
Kansas City Drovers Telegram, 
Omaha Daily Journal-Stockman, 
| Chicago Daily Drovers Journal and 
| the St. Louis Daily Livestock Re- 


| porter. 
j 


Borden Joins ‘IM’ Statt; 
|Downes Shifts Back to ‘AA’ 


Frederick Borden, who has been 
assistant to the executive secre- 
| tary of National Industrial Adver- 
'tisers Assn., and who has a lengthy 
background in both industrial and 
consumer advertising, has joined 
ithe staff of Industrial Marketing 
as eastern editor, with headquar- 
ters in New York. 

Charles Downes, who has been 
serving as eastern editor of IM, 
will return full time to the New 
York editorial staff of ADVERTISING 
AGE, as associate editor. John Man- 
ning, who has been a member of 
the AA editorial staff since the 
beginning of the year, will become 
assistant to Blaine Wiley, execu- 
tive secretary of NIAA, effective 
Aug. 1. 
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*E watch for the new JUDGE on sale at leading newsstands October 21st. 


JUDGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK, N. Y. 
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. +. for information on 
"Fertilizers and Rotations" to help them 
in their farming operations. 


pus. C 
3.5 


“InFARMation Please No. 2” measures 
media serving the $2 billion Iowa farm 
market by the most scientific method 
known. The study was conducted by 
the Statistical Laboratory of Iowa State 
College, the nation’s highest ranking 
experts in area probability sampling. 
Support your media selection by writing . 
us for your copy of this guide to more feo%\ a 
sales in Iowa. nes 


WALLACES’ FARMER and IOWA HO 


DES MOINES, IOWA 


demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


Business Causes 


Tts Own Profits 


Woes, Execs Say 


(Continued from Page 1) 
of 1% or less after taxes, as the 
chain food industry was forced to 


| do for too many years under price 


control, has certainly been in a 
profit depression,” Mr. Davern told 
the group. 

“There is a cure and it is sim- 


Advertising Age, July 27, 1953 


Mr. Katz told the group that|!you wholesalers and retailers are 
“the profit squeeze is beginning to of major importance in their mar- 
make responsible managements keting process and that you won't 
wince every time the figures are work for them at a loss.” 
brought in, but manufacturers will He gave examples from his own 
have cause to wince even more if company which indicated that re- 
they don’t concern themselves tailers can successfully buck the 
about the profit of their whole- “profit depression.” In the first 

'salers and retailers. Over the long six months of the Doeskin fair 
'term, a manufacturer’s net profit trade “crusade,” Doeskin sales 
‘picture can be no brighter than were 34% ahead of the previous 
‘that of his distributing trade,” he year. For the six months ending 
| declared. June 30, total sales were 55% 
| ahead of 1952, Mr. Katz reported. 
,# “Some manufacturers seem to’ 
think that the force of advertising 
|is the all-important almost exclu- 
'sive means whereby the manufac- 


Diaz Leaves ‘Pacific Shipper’ 
Richard R. Diaz, for seven years 

general manager of Pacific Ship- 

per, San Francisco, has resigned, 


ple,’ he said. “Decrease expenses turer reaches the consumer. Actu- 


|or increase margins.’ He put the | ally, if advertising is to succeed 


emphasis on decreasing expenses, | today, under self-service and self-. 


outlining some of the cost-lower- | section, it must have the support 
ing mechanized processes current-|of wholesalers and retailers.” 


effective July 31. 


ly used by Grand Union. 

“A saving of one-half of 1% 
might not seem very great, but it 
means a lot when you consider 
that it represents one-third of the 
net profit in a good year for the 
average food chain,’ he com- 
mented. 


se Mr. Stein gave a checklist of 
problems, self-inflicted by the pa- 
per industry, which contribute to 
lowered profits. They included the 
high cost of labor in the paper 
business, lack of sales training, in- 
adequate and old-fashioned meth- 
ods of material handling and ware- 
housing, over-extension of credit 
and unprofitable unit sales. 

Manufacturers create “profit de- 
pression” problems for wholesal- 
ers, Mr. Stein continued, by at- 
tempting to use other companies’ 
products as loss leaders, selling di- 
rect and using discriminating sales 
policies. 

Speaking as a distributor-whole- 
saler, Mr. Nolen said, “We’re a 
business of broken cases. Recently, 
distributors have come to appre- 
ciate the importance of a fifth key 
to profits, which is higher unit 
sale or line extension.” 


s Previously, Mr. Nolen listed 
four other keys to greater net prof- 
its: (1) increased gross margins, 
(2) increased sales volume, (3) 
decreased operating expenses and 
(4) increased prices. 

“We are paying particular atten- 
tion to this fifth key: line exten- 
sion, or unit sale, is just as impor- 
tant an element to net profit as 
any of the first four mentioned.” 

He urged retailers to increase 
net profits through such devices 
as selling large sizes instead of 


small and two packages instead 
of one. 
# “The manufacturer must stop 


disregarding, as signs seem to in- 
dicate he is doing, the profit mo- 
tive, not only at the retail but at 
the wholesale level as well,” Mr. 
Levy of Flagstaff Foods said. 
Wholesalers perform vital func- 


tions for manufacturers’ which 
they, the manufacturers, could 
never do economically, he de- 


clared. “If the wholesaler, viewed 


|as an economic entity, did not per- 
| form a vital function in the distri- 


‘line should carry 


bution and consumption of goods, 
he should, and he would, go out of 
business. And there would be no 
tears wasted over his demise.” 
Yet, Mr. Levy noted, “a large 
number of manufacturers do not 
permit us a gross margin adequate 
to pay for the facilities or for the 
services we render them, despite 


the fact that we are operating one | 


of the most modern and efficient 
plants.” 


s “We do not see why some man- | 


ufacturers and our own Flagstaff 
the national 
brands which produce a loss for 


us. Our answer to these national | 


brands has been the Flagstaff 
line, which we have supported and 


promoted into a large volume of. 


sales. Today we will not support 
nor promote non-profit merchan- 
dise.” 


MAKE PROMOTIONS 
MORE EFFECTIVE 


Unseen is unsold, Mr. Katz com- 
mented, pointing out that impulse 
buying plays a powerful role in’ 
the consumer’s decision. “To know 
and understand this is the height 
of economic wisdom.” 

Going into one of his favorite 
themes since his company started 
its “profit crusade” directed main- 
ly at International Cellucotton Co. 
(AA, Oct. 20), Mr. Katz urged 
wholesalers and retailers not to 
handle unprofitable lines. 


Promotions to sales people, to em- 
ployees, to prospects are more effec- 
tive when enhanced with attractive 
art and design. A limited art budget 
doesn’t limit your art possibilities. 


NEW IDEAS MONTHLY 


Every monthly issue can supply you 
| with art and inspire you with ideas 
for all kinds of promotions. The cost 
| —$15.00 per month—is so nominal 
that it fits even the very limited 

art budget. 


= “The place to stop loss leaders 
and low gross merchandise is at) 
your buyers’ desks. Then, perhaps, | 
the executives at the home office | 
and their advertising agencies, | 
who completely ignore the profit 
needs of the wholesalers and re- 
tailers, will suddenly realize that | 


Write FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, Illinois 


————- 


Screen” 


says Bennett Bates 

V. P. & Copy Director 
Redfield & Johnstone, Inc. 
New York Cit) 


We haven't a single word to add 
to Mr. Bates’ letter. After all, he 
is a Copy Director 


Ad Age. | haven't missed an issue 
and it would in many years.” 
be brash of us to tamper with his 
semantics. Writes he: Why not install the AA “Radar 
Screen” in your home? Not only 
its accurate data but its thought- 
provoking, idea-stimulating arti- 
cles deserve far more time than 


“AA is my Radar Screen... / 
read it at home. 


“There’s no business like agency 
business for the importance of 
To make 
accurate estimates you need accu- 
rate data, in ample quantity. 


you can spare during your busy 


._* 
‘estimating situations’, working hours. 


MAIL THE COLPON BELOW 
for a personal subscription to be 
sent to your home. With it we will 
send you FREE, a copy of “Mail 
Order and Direet Mail Clinic” 
by Whitt Northmore Schultz. 


“Of all the various ways to assem 
ble intelligence none, in my opin 
is more essential--or 


interesting—than careful study of 
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i ADVERTISING AGE H 
' Dept. A27, 200 E. Illinois St., Chicago 11, Ill. | 
‘ Please enter my 1-year subscription to Advertising Age and 1 
' mail it to my home address. I am to receive FREE a copy of i 
1 “Mail Order and Direct Mail Clinic” \ 
| = 
ae My name____ ae Pm | 

nen 
Mail Order | Company a _ 4 

ond r 
Direct Mail Clielt | 7) Home 1 
©) Company j Street ____ — | 

City Zone State 

' 


O My check for $3 is enclosed. [) Bill melater. [1 Bill my firm. 


Adve 
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Mutual’s New 
Affiliates Plan 
Stirs Radio Talk 


(Continued from Page 1) 

the remaining station hours, it will 
be paid all of the net receipts for 
that period—minus a 15% selling 
commission for the network, Mr. 
O’Neil said. a 

Point two of the plan specifies P 
that Mutual will deliver 14 hours. 
weekly of topgrade co-op program- NINE-FOOT TREE—More than 5,000 groc- 
ming—free—for the stations to sell ers have snapped up offers of this point 
locally to local, regional and na- of sale piece from Swift & Co. and Nebras- 
tional advertisers. This will be in | ke Consolidated Mills. It’s part of a joint 
addition to the network’s current. Pi¢nic promotion. Grocers can affix either 


cooperative and sustaining fare. the printed “apples” for Swift and Duncan 
| Hines products or put up their own specials. 

# Among these new co-op shows | a . 

will be a series of five-minute SWift, Duncan Hines 

strips with Senator Ford, Arlene | ines tie . . 

Francis, Bill Cullen, etc.; news. Join in Picnic Push 


shows featuring Frank Singiser | Cuicaco, July 23—Swift & Co 


= "aan Buea ee ee Nebraska Consolidated Mills 
Ranch.” : | Co. have got together for a joint 

On Sunday “Mr. D. A.” and | Picnic promotion in the last week 
“The Shadow,” one of Mutual’s| ot July and first week ver August. 
highest rating mysteries, will be} This “Let's Have a Picnic drive 
available for co-op sale, with no |/s for Swift's Prem, Premium 
talent payment to the network. | Frankfurters and peanut butter 

Mr. O'Neil said that “over-all,|2"¢ the Omaha mill's Duncan 


by-and-large figures...indicate “a en psc one : , 

that the typical Mutual affiliate| 12@ two companies will use a 
can gain more than his present variety of point of sale materials 
network payments by selling only and will run full-color newspaper 


three additional half hours, out of heer about peeing Mace Aa 
the 14 being made available” in|, ~ US" Where Muncan snes 


the free co-op list. /mixes are sold. Gardner Adver- 


Mutual has asked the “pay” 
stations to approve the revisions 
by Aug. 1, so they can become 
effective in October. A separate 
plan is being worked out for the 
so-called “bonus” stations. 


Compatible Color 
System Asked by 
TV System Group 


WASHINGTON, July 23—Leaders 
of the electronics industry assured 


| 


tising Co., St. Louis, agency for 
Duncan Hines, is placing the news- 
paper space, but it will share the 
billings with two Swift agencies— 
J. Walter Thompson Co., which 
handles Swift’s peanut butter and 
franks, 
agency for Prem. 


® Point of sale aids include a 20x 
34” display poster, a 20’ poster 
strip, die-cut picnic basket “shelf 
talkers,” and a 9’-high cardboard 
tree. This tree and the posters all 
will permit grocers to write in 


and McCann-Erickson, | 


Last Minute News Flashes 
Frank White Expected to Resign Top NBC Post 


New York, July 24—Frank White, who took over as president of 
National Broadcasting Co. last January when Joseph H. McConnell 
left to become president of Colgate-Palmolive-Peet Co., is expected 
to resign early next week. Rumors that Mr. White’s exit from the 
company was imminent have been widespread for some time, with 
Brig. Gen. David Sarnoff, NBC board chairman, playing an increas- 
ingly active role in the management of the network. Mr. White’s resig- 
nation—to enable him to take a long rest—will be announced Monday 
(July 27) at a meeting of the NBC radio affiliates in Chicago. 


General Mills Sales and Profits Rise 


MINNEAPOLIS, July 24—General Mills will report Monday that sales 
|for the year ended May 31 reached a new high of $483,067,000 and net 
earnings rose to $11,463,171, compared with $9,549,466 for the previous 

year. Cost of sales (including general and administrative expenses) 
came to $62,273,023. The report will not deal with advertising expendi- 
tures, but Samuel C. Gale, v.p. and advertising director, reveals ad 
costs were “substantially lower” than the 6.9% on each sales dollar 
‘that General Mills reported for 1951 (AA, July 28, ’52). 


Tom McDermott Becomes V.P. of Benton & Bowles 


NEw York, July 24—Tom McDermott, director of television pro- 
/duction for Benton & Bowles, has been appointed v.p. He will be in 
'charge of the production of all the agency’s radio and TV shows. V.P. 
Walter Craig, who headed the agency’s radio and TV department for 
many years, resigned a few weeks ago. 


Dobeckmun’s Lurex to Bring Out New Fabric 


New York, July 24—Lurex division of Dobeckmun Co., manufac- 
turer of non-tarnishing metallic yarn, will introduce a new fabric 
yarn in September with ads in five trade and four consumer publica- 
tions, plus intensive direct mail promotion. Media include Harper's 
| Bazaar, House Beautiful, The New Yorker and Vogue and American 
| Textile Reporter, Daily News Record, Interiors, Retailing Daily and 
| Women’s Wear Daily. Anderson & Cairns is the agency. 


NL&B Elects Mitchell, Papineau; Other Late News 


|@ Needham, Louis & Brorby, Chicago, elected two v.p.s Friday—Fred- 
;erick A. Mitchell, account executive, and George C. Papineau, mer- 
chandising director. 


e Stockholders of McGraw-Hill Publishing Co. have voted to split 
the common stock two-for-one, and have authorized changing the 
capital stock from 600,000 shares without par value to 1,200,000 shares 
with a par value of $5. There are now 464,000 shares with no par 
value outstanding which will be changed to 928,000 shares of $5 par 
value. 


e@ Universal Major Electric Appliance Co., Lima, O., has appointed 
Harry B. Cohen Advertising, New York, to handle all its products. 
Goold & Tierney is the previous agency. 


e Hewitt, Ogilvy, Benson & Mather, New York, has been elected a 
subscriber to the Advertising Research Foundation, New York. 


e Greist Mfg. Co., New Haven, maker of sewing machine attachments, 
has named Cunningham & Walsh, New York. The company has been 
without an agency for several years. 


Business Census Is 
Out: Congress Okays 
‘Spot Check’ Funds 


| WASHINGTON, July 24—Demise of 
| the censuses of business and man- 
'ufactures which had been planned 
‘for early next year became offi- 
| cial this week when the Senate and 

House passed the Census Bureau's 
| budget, minus funds for the sur- 
| VeYS. 

Representatives of the House 
‘appropriations committee refused 
\to go along with the Senate on the 
‘expenditure of the $11,600,000 re- 
/quired to go ahead with censuses 
‘of business, manufactures and 
agriculture, despite the fact that 
$3,000,000 already had been spent 
in preparation for the work. 

As a consolation, however, the 
House group proposed that the 
Census Bureau have $1,500,000 for 
“spot checks” of business, man- 
ufactures and agriculture. 

The death warrant was signed 
Tuesday and Wednesday of this 
week when the two chambers 
adopted the recommendation for 
the $1,500,000 spot check. In the 
House, Rep. John Rooney (D., 
|N.J.), a ranking minority member 
lof the appropriations committee, 
| protested on grounds that no one 
on the committee knew what the 
$1,500,000 would produce. 


| 


® The Census Bureau already has 
proceeded with the dismissal of 
about 700 employes who had been 
working on preparation of the 
business and manufacturing sur- 
veys. In addition, top officials are 
studying various proposals for 
spot checks which will be made 
with the $1,500,000 fund. 

The expenditure of the $1,500,- 
000 is subject to approval of the 
Secretary of Commerce. 

A number of plans will be sub- 
mitted to the Secretary within the 
next few days. For the most part, 
these involve improvement of the 
bureau's monthly figures on re- 
‘tailing and wholesaling, plus na- 
| tionwide studies of business, man- 
|ufacturing, service trades and agri- 


the Federal Communications Com-| prices of the four items being pro- | e Kewanee-Ross Corp., Kewanee, IIl., a division of American Radiator culture. 


mission today that the time has|moted as well as write in the!& Standard Sanitary Corp., and maker of steel heating boilers and) 


come to go ahead with color tel- | 
evision. 

A petition signed by the Nation- | 
al Television System Committee, | 
composed of engineers and scien- | 
tists from 85 companies, proposed | 
standards for a system which pro- | 
vides color systems without inter- 
fering with the use of existing sets. 

The committee has been working 
for more than two years. It as- 
sured the commission that the 
standards have been exhaustively 
tested. On one field test alone, it 
said, more than 100 engineers par- 
ticipated, using five transmitters 
and the receiving sets of 12 manu- 
facturers. 


s The standards which the com- 
mittee recommended are suffi- 
ciently broad, the petition said, so 
that individual companies will be 
free to design sets to receive the 
color signal. In a clear reference 
to the action of RCA in petitioning 
the commission last month, the 
committee said that a “petitioner 
is informed that some companies 
whose engineers and_ scientists’ 
have participated in the develop-' 
ment of the proposed standards 
will also petition the commission 
for their adoption. One such peti- 
tion has already been filed.” 

With the industry united in en- 
dorsing the color system, the way 
appeared clear for FCC to move 
rapidly. In the absence of opposi- 
tion the commission might request 
further information in writing, and 
adopt the standard without formal 
hearings, or a very brief hearing 
at the most. 


Grandin Joins N. W. Ayer 
Henry Grandin, formerly of the 
advertising department of Western 
Family, has joined the Philadel- 
phia staff of N. W. Ayer & Son. | 


names of other items the grocers 
may have special deals on at the 
time. 

This is by no means getting all 
the attention of Nebraska Consol- 
idated executives this month. J. 
Allen Mactier, v.p. and advertising 
director, told AA the company 


heating equipment, has appointed Charles O. Puffer Co., Chicago, to 
handle its advertising, effective Sept. 1. Previously, Simmonds & Sim- 
monds, Chicago, had the account. 


'@ Wendell B. Campbell, general sales manager of CBS Radio spot 


sales since August, 1951, has been promoted to v.p. in charge of station 
| administration for the CBS Radio Division, New York. He succeeds 
|Carl J. Burkland, who has been named executive v.p. and general 
| manager of Portsmouth Radio Corp., operator of WSAP, Portsmouth, 


will be added. 


will put out another item, Duncan | ,,' 
Hines spice cake mix, next month. | = 


It will be introduced with a 10¢|e John M. Toland, formerly general sales manager of L. A. Goodman | 


coupon as part of the package, the | Mfg. Co., Chicago, and national promotion manager of Hiram Walker 


coupon applying on purchase of Inc., Detroit, has joined Grey Advertising Agency, New York, as an | 
any Duncan Hines mix. Mr. Mac- account executive. 


tier said this will give his company | 


a jump on Pillsbury, which has a 
spice mix now being test marketed 
in some cities. 


Schwimmer Sues ‘Look,’ TV 
|Film Makers for $1,000,000 
Walter Schwimmer Productions 
s Also, Duncan Hines mixes will Inc., Chicago, has filed suit in U.S. 
be introduced on the West Coast district court in Illinois asking 
in a two-week period late next $1,000,000 in damages for copy- 
month. Duncan Hines himself will Tight infringement from Cowles 
make appearances in Los Angeles Magazines Inc., publisher of Look, 


: United Television Productions Inc. 
San Francisco, Portland and Seat- and Telenews Productions Inc. 


tle next month, as he has in all Schwimmer says that “Look Photo- 
other principal cities where the | quiz,” produced and distributed by 
mixes have been introduced in|the defendants, is a copy of its 
the past two years. |\“Movie Quick Quiz,” a television 
This will be the first time, how- telephone quiz show. 
ever, that a whole section of the) Schwimmer says that United 
country has been opened up at one Television, between Dec. 19, 1951, 
point. After this introduction, the 4nd Jan. 15, 1953, was exclusive 
company will distribute in all distributor for “Movie Quick Quiz” 
sections of the country except ination of this relationship, it used 
Texas, most of Florida and states confidential information gained 
north and east of Ohio and West from its relationship to help pro- 
Virginia. duce and distribute the “Look 
Nebraska Consolidated is using Photoquiz” in conjunction with the 
newspapers, some spot radio, two other defendants. 
or three farm publications and the 


Kroger edition of Family Circle. Seagrams Promotes Wishny 
The Safeway edition of the latter, Jy. 44 Wishny, formerly assistant 


general sales manager of the Wil- 
liam Jameson Co. division of Sea- 
Sanger-Funnell Elects Two gram-Distillers Corp., New York, 

Richard B. Carland and Robert has been promoted to general sales 
L. Neff, account executives, have manager of the newly consolidated 
been elected v.p.s of Sanger-Fun- | William Jameson Co. and Julius 
nell, New York. ‘Kessler Co. divisions. 


B-M Will Drop Chlorophyll 
License with Rystan Co. 


Bristol-Myers Co., New York, 
has notified the Rystan Co. it will 
cancel its license from Rystan to 
manufacture chlorophyll products, 
effective Sept. 21. B-M has also 
filed suit in federal court here to 
have the Rystan chlorophyll pat- 
ent declared invalid. Its action is 
similar to that taken last month by 
Colgate-Palmolive-Peet Co. 
June 29). Block Drug Co. has had 
a similar suit pending hearing for 
more than a year. 


Willys to Make Transmitters 

The electronics division of Willys 
Motors, Toledo, has announced 
that it is entering the TV trans- 
mitter business. Willys proposes to 
supply a complete television pack- 
age of “1,000-watt transmitters, 
camera, projector, console, panel, 
etc., for holders of TV licenses in 
areas of 50,000 population or less 
where high powered TV signals 
are not received.” 


Names Kane Advertising 

Burgess Battery Co., Freeport, 
Ill., has appointed Kane Advertis- 
ing Co., Bloomington, IIl., to han- 
dle all advertising and promotion. 
An extensive trade and consumer 
promotion is planned. 


(AA, | 


The retail survey would produce 
figures on inventories on a nation- 
al basis, broken down into data on 
/a number of commodities. Sales by 
‘type of business, and the volume of 
retail credit outstanding would be 
‘included. (This is essential in 
' order to provide a bench mark for 
‘the continuing report issued by the 
Federal Reserve Board.) 


@ The annual survey of manufac- 
‘tures under consideration would 
provide aggregate output on a 
/nationwide basis for 600 commod- 
ity classes, plus employment and 
other general statistics, on a na- 
tional, regional and in some in- 
stances state basis. 

The annual survey of service 
trades would produce national 
| totals for major classes. 

Officials also hope to get better 
monthly figures on changes in re- 
tail inventories, and a greatly im- 
proved report on wholesale sales 
and inventories. 

Meanwhile, Secretary of Com- 
merce Sinclair Weeks was reported 
ready to appoint a special com- 
mission to evaluate census work. 

One of the problems before the 
‘commission would be to determine 
whether the bureau is involved in 
work which could be done by out- 
side groups. 

In addition, it 


is expected to 
examine the big business and 
manufacturing censuses that in 
recent years have had endless ap- 
propriation troubles. The com- 
mission may be asked to determine 
whether vast studies of this kind 
are obsolete, and should give way 
to sample studies on a larger scale. 


Bryner Joins ‘Collier's’ 

Jack Bryner, formerly advertis- 
ing manager of Mechanix Illus- 
trated, has joined the Detroit office 
of the Collier’s sales staff. 
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Lee Joins Nolde & Horst Sales 


John K. Lee, formerly assistant 
to the v.p. in charge of sales of 
Dun & Bradstreet Inc., New York, 
has been named sales promotion 
director of Nolde & Horst Sales Co., 
New York. Mr. Lee will coordinate 
merchandising and promotion 
activities for both the Nolde 
women’s line and the Westminster 
men’s line. 


Akimoto to Edwards Agency 


George Akimoto, formerly art | 
director of August Door Agency, | 
Miami, has been named art direc- 
tor of Edwards Agency, Los Ange- 
les. He will be a member of the 
plans board and supervise art on 
all major accounts. 


Chicago Guide Card Out 


The latest St. Louis Post-Dis- 
patch information card, carrying 
names, addresses and telephone 
numbers of the leading agencies, 
representatives, radio and TV sta- 
tions and networks, allied interests 
and transportation ticket offices in 
Chicago, is now out and available 
at the newspaper’s Chicago ad- 
vertising office 
Tower. 


Blue Star Promotes Pleskach 


J. F. Pleskach has been ap-| 


pointed advertising manager of 
Blue Star Foods Inc., Council 
Bluffs, Ia., packer and processor of | 
Blue Star brand of frozen and| 


'canned poultry. 
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78,590 UM MSCELAMEOUS BRANDS 


GET The “WORKBASKET 


homemaker and needlework enthusiast , 
by The WORKBASKET than any other magazine 


according to this recent survey AND she responds to brand name ad- 


vertising of Household Soaps. 


This survey shows that over 1,331,000 subscribers select their soaps for 


dishes from eleven leading brands! 


Find out how you can reach this 


responsive audience. Write or call the advertising office nearest you! 


advertising offices: 
NEW YORK — 489 Fifth Avenue, Phone Murrayhill 2.2492 


© The JORKBASKET 


Published by Modern Handcraft, Inc 


2401 sessile “aasiasa City 16, Missouri 


—@—) A USABLE “GIVE-AWAY” THAT 
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TANDARD PRINTING CO. 


DEPT. AA, HANNIBAL, MO. 


We are interested in receiving prices 
and additional information on the 


Giant Size Memo Pads: 
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DEALER IMPRINT OPTIONAL 
AT EXTRA COST 


GOES HERE 


COMPANY NAME 
PROSPECT DURING 


ALL HIS WORKING HOURS... 


TRADEMARK DISPLAYED 
iF YOU WISH 


NAME 
COMPANY'S PRODUCTS 
ILLUSTRATED 


in the Tribune 


| WLW-D, Dayton; 


Company. 
Address 


City Stote. 


Grey's Fatt Predicts Increased Use 
of Machines in Supermarket Selling 


Cuicaco, July 21—Supermarkets 
soon will bring about a revolu- 
tion in food merchandising, Arthur 
C. Fatt, executive 
v.p. of Grey Ad- 
vertising Agency, 
predicted today. 

In an address 
prepared for 
members of Op- 
eration Inc., an 
organization of 
grocery execu- 
tives, and deliv- 
ered by Leland 
Frierson, Grey) 
v.p., Mr. Fatt as- 
serted that four factors will com- 
pel food supers to overhaul their 
operations. 

They are: 

1. Net profit on food items con- 
tinues to decline. 

2. Self-service has been extended 
along current lines as far as is 
practical. 

3. Non-food lines (drugs, house- 
wares, soft goods, etc.), despite 
high markups, have not reversed | 
the down trend of supermarket net 
profits. 

4. As food stores grow larger 
and more diversified, their net 
profits decline. 


Arthur C. Fatt 


s He forecast that food retailers 
will use two techniques to boost 
sagging profits—mechanization of 
stock handling from warehouses to 
shoppers’ autos and vending ma- 
chines to sell groceries at night. 
Pointing out that the food super- 
market, once the lowest-cost re- 


tailer, now has lost that position, 
Mr. Fatt commented, 


super when, on food, it cannot earn 


a livable profit at an average 


markup of 17% (and let us remem- 


ber that the average markup on) 
food of 17% is bolstered by allow-| 
ances from manufacturers) while | 


some appliance retailers seem to 
do pretty well on markups of 14%. 
And this is particularly distress- 


/ing when the food super merchan- 


dises these same appliances at 
markups of 20% to 40%.” 


a Use of mechanics in food retail- 
ing will mean that food stores will 


install vending machines, but as 
“merely one of the toddling steps 


‘toward the application of modern 
engineering concepts to food self- 
service,’ he said. Mr. Fatt added 
that it took 20 years for self-serv- 


‘ice to be applied to meat and pro- 


duce, and it may take another 20 
years to mechanize food retailing. 

Supermarkets, he said, need not 
be open more hours to keep in 
step with the trend toward night- 
time shopping. Some food items 
could be sold in vending machines, 
both near the store and at leased 
locations such as gas stations. This, 
he pointed out, now is done in 
Denmark. 

In-store mechanization will re- 
duce labor overhead, Mr. Fatt said 
The broad trend is away from 
floor help, he said, a trend pio- 
neered by food supers which will 
be accelerated. 


Kraft Foods Promotes Two; 
Davis Returns from Navy 


Tad Jeffery, product manager 
in charge of all cheese products of 
Kraft Foods Co., Chicago, has been | 
promoted to assistant to John B. | 
McLaughlin, Kraft advertising and | 
sales promotion manager. Mr. 
Jeffery will continue duties in 
natural cheese promotion. 

Robert A. Davis, returning from | 
two years with the U.S. Navy, as- 
sumes his former duties as product 
advertising manager in charge of 
salad dressings, Parkay margarine 
and mustards. W. W. Hoerter, who 
joined Kraft in 1951, will be pro- 
moted to product advertising man- 
ager for process cheese, cheese 
foods and cheese spreads. T. E. 
Chantron continues as product ad- 
vertising manager of Kraft oil, 
dinner, caramels and institutional 
products. 


Crosley Promotes Six Execs 
Crosley Broadcasting Corp., Cin- 
cinnati, has promoted six officials 
to v.p.s. They are Ward L. Quaal, 
who becomes v.p. and _ assistant 
manager; Gilbert W. Kingsbury, 
v.p. in charge of public relations; 
H. P. Lasker, v.p. in charge of 
James Leonard, 
v.p. in charge of WLW-C, Colum- 
bus; Bernard Musnik, v.p. of the 
eastern division of Crosley sales 
with headquarters in New York, 
and Harry P. Albrecht, v.p. of the 
Crosley central division sales of- 
fices with headquarters at Chicago. 


Boosts Roy Rogers Products 


Thirty of the 44 manufacturers 
of Roy Rogers merchandise in the 
children’s clothing, toys, house 
furnishing and novelty lines will 
cooperate in a four-page spread in 
Life in November, launching a 
Christmas season sales drive. Roy 
Rogers Enterprises, Los Angeles, 
has released an 84-page full-color 
catalog to go to retailers nation- 
ally. The catalog lists the 164 items 
made under the Rogers name. In- 
cluded are suggested advertising 
layouts and promotion aids. 


| 


S. F. Brewing Boosts Mullins 
Les Mullins, territorial sales 
manager of San Francisco Brewing 


|Co., San Francisco, has been pro- | 


moted to advertising manager. 


| West Coast Adman 
Plans ‘Mom’‘s Guide’ 


for Rural Markets 


SAN FRANcIsco, July 22—An ad- 
man who believes that many man- 
ufacturers are ignoring the farm 
market to their own detriment has 
organized a service calculated to 
reach this country’s 23,500,000 ru- 
ral population. 

R. T. Van Norden, president of 


|Mom’s Memos, San Francisco, and 


formerly partner of Brisacher, Van 
Norden & Staff (now Brisacher, 
Wheeler & Staff), will launch in 
October a new feature of accumu- 
lated advertising under the head- 
ing Mom’s Guide to Better Shop- 
ping...for Your Pleasure. The 
feature will appear in at least 22 
farm publications circulating in 
various regions throughout the 
country. 


® Like the shopping column, 
Mom’s Memos, started by Mr. Van 
Norden in August, 1951, Mom’s 
Guide will have copy prepared es- 
pecially for rural families. Unlike 
Mom’s Memos, however, it will 
not be in editorial style, but will 
contain 48” of advertising plus a 
headline. 

Products will be mostly non- 
competitive food items and an ad- 
vertiser will get exclusive repre- 
sentation by contracting for a full 
page over a period of a year taken | 
in various space units. 

Mr. Van Norden says that few) 
manufacturers realize that rural | 
families eat basically the same as 
urban families and do their shop- 
ping in town. However, brands 
which may dominate the urban 
market lose out to other brands 
popular to rural trade when the 


farmer is neglected as a consumer. | 


Offices for Mom’s Guide are at 
25 California St. 


_Ed-U-Cards Names Agency 


Ed-U-Cards Inc., maker of chil- 
dren’s educational games, has ap- 
pointed Mervin & Jesse Levine 
Inc., New York, to handle its ad- 
vertising. 


“Certainly | 
it does not bode well for the food | 7 


H. NEWELL HOFFNER has been appointed 
manager of general advertising of the To- 
ledo Blade, succeeding the late Hardy AIl- 
dridge. Since 1951, Mr. Hoffner has been 
assistant to Mr. Aldridge, who died July 6. 


Department Store 
Wholesalers Look 


Strong in Survey 


Etmira, N. Y., July 22—Nearly 
all stores in the department store 
market—95% or more—buy some 
part of their stocks from whole- 
salers, Frank X. Kiefer, editor of 
Department Store Economist, told 
the midyear meeting of the Whole- 
sale Dry Goods Assn. yesterday. 

Mr. Kiefer’s comforting statistic 
was part of a general report on the 
position of wholesalers in today’s 
department store market. It was 
based on replies received from 1,- 
309 stores contacted by his publi- 
cation in a national survey. 

Almost two-thirds of the stores, 
Mr. Kiefer pointed out, reported 
that 10% or more of their total 
sales volume is produced by prod- 
ucts obtained from wholesalers. 
About a quarter of the stores said 
half or more of their sales volume 
comes from stocks sold by whole- 
salers. (There are over 20,000 stores 
in the department store field, as 
the survey defined it.) 


® Wholesalers are maintaining a 
strong position in the field, Mr. 
Kiefer emphasized, despite the fact 
that 52% of the stores surveyed are 
associated with resident buying of- 
fices. This included 87% of stores 
having annual sales of over $2,- 
000,000, and 43% of stores in the 
$100,000 to $500,000 bracket. 

Mr. Kiefer quoted a survey com- 
ment to the effect that trade with 
large stores has fallen off in re- 
cent years “because wholesalers 
don’t want to wholesale.. .they 
want to take small fragment or- 
ders. They want to take no risk.” 

On the other hand, another op- 
erator declared that the smaller 
stores are “buying more and more 
through wholesalers because of 
excessive freight costs on small 
shipments from the manufacturer.” 

The survey indicates that no- 
tions, linens and domestics, in- 
fants’ and children’s wear and 
fabrics are the departments in 
which most stores are likely to use 
wholesale distributors. 


Arnold Seymour Co. Expands 


Arnold Seymour Advertising Co., 
San Francisco, has changed its 
name to Seymour Sales Promotion 
|Co. The agency has moved to 
larger quarters at 166 Geary St. 
| Peggy Mart, formerly advertising 
manager of Capwell, Sullivan & 
Furth, Oakland department store, 
has been named production man- 
ager. Flo Burt (Mrs. Seymour) is 
art director. Formerly she was art 
director of the Emporium, San 
Francisco department store. 


Daly & Richardson Closes 


Daly & Richardson, San Francis- 
,co agency, has closed its offices. 
John C. W. Daly, one of the princi- 
/pals, has been named account su- 
pervisor of the San Francisco 
branch of Caples Co., formerly Ley 
& Livingston. Hermann Richard- 
son, the second principal, will de- 
vote his full time to his Studio of 
‘Industrial Design, 620 Market St. 


~———_ 
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II’s-eyes on Sales Targets | 


Ringing up bull’s-eyes month after month with “how-to” 
help for unloading the production-promotion-merchan- 
dising burdens of 21,000 busy advertising people is 
Advertising Requirements’ exclusive assignment. 


AR’s score with this kind of buyer is tops—so they tell 
us in words—and in action. For instance: from one 


issue almost 24,000 requests poured forth from over 


2.500 readers for information on products and services 


mentioned editorially. 


8 Cal; Pon P : , ? , 

Wis be, a. And for advertisers, there’s nothing like AR for getting 
Pe, Ft, of, Yu ‘ 

“ety ‘ be. to the bull’s-eye of their sales targets. It scores—so 


they say. Try it and see for yourself. 
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at less money than 
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Beginning with its August issue McCall’s offers a number of new units of space 
for use by advertisers. The new units—all partial pages—bring the total number of 
space-buying opportunities in McCall’s to thirty-nine . . . more than are available 
in any other magazine. 


The introduction of new units in McCall’s is not unusual. McCall’s has long been a 
pioneer in flexible space units. Island columns, half and quarter pages in four color, 
are all McCall’s developments. 


What is the thinking behind all this? 


Simply this. Even though magazine rates per thousand circulation are lower than 
they were twenty years ago, unit costs to advertisers have been steadily rising. This 
has forced many advertisers to curtail schedules or use fewer media. More flexibility 
in advertising units will permit more frequency, the use of larger lists and, in 
McCall’s opinion, create more advertising use. 


Still—the introduction of any new unit had to be considered in terms of the appear- 
ance of the magazine, the advertiser and the reader. For “‘jungle’”’ pages confuse the 
reader and hurt the advertiser. 


That is why some of the new partial page units, which first appeared in Canadian 
publications, have been under study by American magazines for some time. As a 
result of its own studies McCall’s now offers partial page units which are of maximum 
value to the advertiser and enhance the appearance of the magazine. 


The new partial page units are bound to present an interesting challenge to the 
creative people in agencies. Having studied them at length before accepting them, we 
may have some suggestions to offer. McCall’s is only too glad to work with agencies 
for the most effective use of the new units. 


Along with the new units, McCall’s is offering the benefits of an exclusive 
new printing process to full-page, 4-color advertisers. The new develop- 
ment enables the advertiser to submit a set of 4-color, 429-line plates for 
use in producing a 680-line page advertisement—at the 4-color page rate 
without premium. 
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